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ety eG be ae Mecca “——= The business man 
- VP who is IN THE RACE 
4 Ky for success finds that ad- 
VE Vp vertising is a great aid. 
ae 2 To secure the custom he 
desires he must make 
‘ =— himself known—he must 
= = advertise. 
In Philadelphia you reach the greatest number of 
ke readers—you bring your business before the public 
1} | quicker—by advertising in 


THE RECORD 








‘ 
{ 
: Ample proof of its greatness as an advertising medium is 
/ found in its issues from day to day. Every edition teems 
S with the trade announcements of every successful merchant 


in Philadelphia. It also contains every foreign advertising 
card that comes to the Quaker City. Why? It has a cir- 
culation which exceeds BY MANY THOUSANDS that of 
any other paper in Philadelphia. 

Rate, daily, 25c. a line. 

Rate, Sunday, 20c a line. 


“*The Record’ is chock-full of timely news. If appearances count for anything, our 
valued Philadelphia contemporary is more prosperous and more widely circulated to-day 
than it has ever been—ANI) THAT IS SAVING A GREAT DEAL.”’— From the 
Norfolk, Va , Landmark. 
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Orders 


for advertising to appear in the 
Special Editions of Printers’ Ink that 
are to be published this fall are now being 
booked, and it behooves the publisher who 
desires to use advertising space in any 
one or all of the Special Issues to 





give 
his order now. 

One of the most valuable characteristics 
of Printers’ INK is its small size—and 
because this is so the number of adver- 
tisements that can be accepted and hand- 
led for any one of the editions is limited. 

If you engage advertising space now no- 
body will be able to get it away from you. 

The advertising rates for the Special 
Issues will be the same as for ordinary 
issues : Page, $100 each insertion ; smaller 
spaces pro rata. Classified advertising 
set solid, without display, 25 cents per 
line each insertion. Address orders to 


PRINTERS’ INK, 10 Spruce Street, New York. 





THE SPECIAL ISSUES ARE: 

AUGUST 7.--General Advertisers as 

listed by the Publish- 

ers’Commercial Union. 
SEPTEMBER 4.--Patent Medicine Man- 

ufacturers. 
OCTOBER 9.--Druggists: Wholesale 

: and Retail. 

NOVEMBER 6.--Cigar Manufacturers. 
DECEMBER 4.--Seed and Nurserymen. 
JANUARY §&.--Distillers. 
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FLEXIBLE TRADE-MARKS. 
By Jas. H. Collins. 


The average trade-mark is like 
the average crest or coat-of-arms 
—it looks like every other trade- 
mark. Seemingly, when a man’s 
business reaches the stage at 
which he considers a distinguish- 
ing device necessary, he sits down 
and works himself into a trade- 
mark train of thought. Prece- 
dent clutches him by the throat 
and ghosts from the ancient col- 
lege of heralds rise and fill his 
brain full of whirligigs out of 
the peerage books. He is confi- 
dent that his business will go 
down to his sons and grandsons, 
so he is on tenter-hooks to devise 
something that will be solid and 
dignified and lasting—something 
that can be sent down to grand- 
sons of the seventeenth remove. 
He never settles upon one in less 
than a week—more likely he wil 
take a month—and when he does 
finally adopt a business coat-of- 
arms it is in the form of a dia- 
mond within a circle inclosing 
his immortal monogram, or a 
shield bearing a nice, plump 
canary-bird eagle, perched upon 
a nice, plump barber pole. Then 
he has the thing drawn, engraved, 
registered, printed upon his la- 
bels, embossed upon his letter- 
heads and envelopes, and uses it 
for a hundred years, warning the 
public that the consequences of 
accepting any other will be upon 
its many million heads. 

All wrong, of course. Like 
everything else in the world, the 
trade-mark has a philosophy. It 
is a bit of advertising—one of the 
very oldest bits of advertising. It 
was the only form of advertising 
in the dark ages, and to this day 
some old conservative English 
firms would be cruelly shocked if 
it were proposed that they use 


ADVERTISERS. 
POST-OFFICE, JUNE 29, 189%. 


Igol. No. 


5. 


any other of exploiting 


their goods. 


means 


There is one quality that ad 
vertising must never lack—the 
quality of Human Interest. When 


there were thousands of knights 
in the world who could read the 
heraldic language—gules, argent, 
cheval d’or and dinotherisoeauri- 
paedius rampant—the  coat-of- 
arms style of trade-mark had 
Human Interest. But most of 
those hieroglyphic-reading knights 
went their inevitable ways five 
hundred years ago, and the Hu- 
man ‘Interest of heraldry went 
with them. So, even though the 
stereotyped trade-mark is correct- 
ly blazoned—few of them are— 
it can have no Human Interest 
for our calculating age. It may 
add to the dignity of the label on 
a bottle of ale, or give a touch of 
color 7 signs over the doors 


of H.’s many tailors and 
hatters, but it doesn’t mean any- 
thing. The old knights them- 


selves would not be interested in 
it if they came out of their tombs, 
and would probably much prefer 
a trip to Coney Island or a ride 
on a trolley car. The coat-of- 
arms trade-mark, iacking interest, 
is therefore shockingly wrong, for 
advertising must have meaning. 

The trade-mark is capable of 
high meaning. It needs but a lit- 
tle philosophy and a little mod- 
ernizing. It is meant to distin- 
guish one brand of goods from 
all other brands, and the right 
way of going to work in devising 
one would be to get out of the 
trade-mark line of thought alto- 
gether. A few men—an _ incon- 
ceivable few—have succeeded in 
doing it. There is the trade-mark 
of the Black Cat magazine, for 
one instance. “‘ Black Cat” is an 
odd name for a magazine, but it 
would not have been striking of 
itself. The silhouette head and 

















tail pieces, however, added full 
ninety per cent of Human Inter- 
est to the name. They constitut- 
ed a flexible trade-mark, capable 
of being worked over into a new 
form every montl 
ing if need be—and worked over 
in a highly effective way. The 
Black Cat trade-mark makes a 
good eye-catcher on a billboard 
or in a newspaper ad or on a 
bookstall. The man who sees it 
once knows it again, whatever its 
form, for it is attractive. If it 
had been used in one unchanging 
form all these years the man 
would have tired of it long ago, 
for it would have been inflexible 
and lacking Human Interest. 
The idea back of such a flexible 
trade-mark is so good that the 
magazines and dailies ought to be 
full of similar devices. In the 
presidential campaign of 1896 a 
cartoonist in Chicago—McCutch- 
eon, of the Record—took to draw- 
ing campaign pictures. He knew 
the possibilities of a funny ani- 
mal figure and of repetition, so he 
created a marvelously comic 
beast that is still known as “ Mc- 
Cutcheon’s dog.” It had a head 
like a shark and a smile like the 
smile of a hippopotamus on a cir- 
cus three-sheet, and McCutcheon 
never forgot to put it somewhere 





in every campaign cartoon he 
drew. It was a flexible trade- 
mark, linking his campaign pic- 


tures into a series. It gave con- 
secutive Human Interest to car- 
toons that would otherwise have 
been detached and separate pic- 
tures. People learned to look for 
to-morrow’s picture, and to re- 
member yesterday's, and _ the 
trade-mark alone was responsible 
for it all. It was the Black Cat 
idea done in another way. Opper 
has half hit the same idea in his 
“Willie” series. 

The public seems to have a 
weakness for things that come in 
a series, especially if the things 
happen to be of the humorous 
sort. If a.clothier would adopt a 
silhouette monkey as a_ trade- 
mark, having it drawn in a differ- 
ent fashion each day by an artist 
who knew how to treat it humor- 
ously, it would increase his ad- 
reading audience from twenty- 
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five to fifty per cent. 


L A monkey 
has not the slightest connection 
with clothes or any other adver- 


tised commodity, but it would 
serve to illustrate ads better than 
ten thousand of the pictures that 
are intended to illustrate face- 
tious catch-lines. For it would 
give his ads Human Interest, link 
them into a series, teach people 
to watch for them as something 
out of the ordinary and stamp 
that particular trade-mark upon 
that particular business so indeli- 
bly that both would always be 
thought of together. And if a 
few bright men will discard their 
monograms and_ canary - bird 
eagles for yellow dogs or purple 
cows they will soon learn that the 
public is capable of appreciating 


imagination in such matters. 
+a 


DupticaTe circulation is of value, in 
that it strengthens impressions previ- 
ously made. 


2-1=1 


That’s it. You and your 

wife are two, 

but if you don’t take care of 
your health you will 

leave her all alone and perhaps she 
won't be able to 

get along without you 

very well, either. 

If you have a dull headache. or 

pain in the back, or don’t 

feel just right 

anywhere, it is probably 

due to Kipney Trova e, and you must 
Jook out for it. 

Dr. David Kennedy’s Favorite Remedy 
was intended for just such 

cases as yours. 

Don't wait until you are 

laid up in bed. 

Buy a bottle now, and don’t let the 
disease get the upper 

hand of you. 

All Druggists sell it, or you can 

send to us and we will 

mail sample free, 

with Booklet A, giving instructions. 
Or. David Kennedy Corporation, Rondout, N. ¥* 


AbD THAT PREDICTS HARD TIMES, 
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$36,000 Cash Returns 
From One Advertisement 


The simple story of a page advertise- 
ment in The Ladies’ Home Journal. 
Of course, every merchant does not 
feel that he can afford to use an 
entire page in The Journal. But 
like results have come from smaller 
advertisements. One woman used 
five lines, one time, and received 
5000 answers. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 




















FRENCH POSTER LAW. 


MONUMENTS PROTECTED AND 
TAXED. 


PUBLIC 
PAINTED SIGNS SPECIALLY 
The French law regulating pos- 

ters is precise and detailed. 

The landlord, usufructuary of 
tenant-in-chief, has always the 
right to oppose any posting on his 
house, and he can take down all 
posters placarded without his per- 
mission. 

All placarding, done knowing- 
ly, of posters which do not con- 
tain the names, profession and ad- 
dress of the author and printer is 
punished by imprisonment of from 
six days to six months. This pun- 
ishment is reduced to a fine if the 
printer's name be disclosed. 

If the contents of the poster in- 
cite to crime or misdemeanor, if 
they be contrary to morality, the 
distributers, printers or authors 
will be punished with a fine of 
from 16 to 500 francs, imprison- 
ment from one to twelve months 
and the confiscation of the posters. 

No private individual may pla- 


card posters on public monu- 
ments, or on places destined to 
receive official posters—penalty 
100 francs. Posting is not al- 


lowed on walls of buildings bear- 
ing the legend: “Stick no bills.” 
Painted posters have been the 
object of special eoeinns. The 
financial law of July 8, 1852, pro- 
vides that every poster displayed 
in a public place, on the walls, 
upon any construction, or even on 
a band of calico or other stuff, by 
means of painting or any other 
process, shall be subjected to a 
tax fixed at 50 centimes for pos- 
ters measuring one square metre 
(thirty-nine square inches), and 
a tax of one franc for a poster 
larger than one square metre. 
Any person who wishes to make 
use of this kind of billposting 
must first of all obtain official per- 
mission. He has to pav the tax 
at the registration office of the dis- 
trict where the posters are to be 
placed. The tax is levied upon 
the presentation of a declaration 
containing: (1) The wording of 
the poster; (2) names, profession 
and address of those in whose in- 
terest the poster is to be displayed 
and of the firm undertaking the 
posting; (3) the size of the pos- 
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ter; (4) number of posters to be 
placarded; (5) a statement of the 
streets and places where the pos- 
ters are to be displayed.—The 
National Advertiser. 
THE SUNDAY MAGAZINE, 
The efficiency of the Sunday maga- 
zine has been wonderfully and _satis- 
factorily demonstrated in the rapidity 
with which it responds to the touch of 
the advertiser. In this regard, indeed, 
it is not too much to claim that it is 
ideal. What other medium will com- 
pare with it? The daily never obtains 
the attention conceded to it. For by 
some tacit understanding the general 
public has come to regard the Sunday 
issue as the field of exploitation for all 
that has novelty and merit. And no 
secular weekly, no matter what its char- 
acter, has such a general hearing.— 
Advisor. 

, sai : 
MICHIGAN’S FIRST PAPER. 
The Detroit Museum of Art has just 
received a copy of the first number of 
the Michigan Essay or the Impartial 
Observer. It bears the date of August 
31, 1809; was published at Detroit and 
was the first newspaper published in 

Michigan.—Newspaper Maker, 


Author of 
“Pratt Portraits,” 
“A Literary Coprt- 

ship,” 
“A Venetian June.” 


Day 





NEW ENGLAND NOVEL 
peopled with vivid, cogent. 
‘personalities, marked by 

profound gps get pe and 


skilful plot, and told with the 
grace and charm which have made 
Miss Fuller one of the most popu- 
lar American writers. 


12mo. Price 61.50 


G. P. Putnam’s Sons, 
NEW. YORK. 





Tuts advertisement is called by, one of 
PRINTERS’ INK’s correspondents * ‘an at- 
tractive, strong and convincing book ad. No 
bombast or claim of ‘ gggth edition,’ but yet 
with telling sentences. Ought to be a good 
result ornuger, 
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You 
Can not Reach 
Readers of 


The Sun 


Through 
Any other Daily 
Publication. 





Address 
THE SUN, NEW YORK. 



































BROOKLYN FEELS AG- 
GRIEVED. 


Our excellent friend, the Trib- 
une, reverting to the subject of 
posters, urges again the adoption 
of the French system of taxing 
signs both as a means for the in- 
crease of city revenues and the 
abolition of what has grown to be 
a painful nuisance. One is pro- 
tected, after a fashion, from dis- 
agreeable smells and disagreeable 
noises, and he is supposed to be 
protected from unpalatable food; 
but there is in this land no let or 
hindrance in respect of business 
signs that assail the eye. That 
unfortunate organ is condemned 
to meet, at every turn in this 
metropolis, gigantic letters in 
cheap and awful combinations of 
yellow, green, blue and scarlet, all 
spread upon fences and the sides 
of buildings, with the intent to 
compel the public to buy certain 
kinds of patent medicines, furni- 
ture, clothes or breakfast foods. 
The effect on sensitive nerves is 
not so immediately exasperating 
or exhausting as is the effect of 
the needless blither in our streets, 
but who can say that it has not its 
part in the breaking up of strength 
that has become so usual in our 
cities, and that necessitates the 
vacations of clergymen and others 
for long periods in the summer? 

Allowing that people of rude 
health are indifferent to these dis- 
plays, they certainly do no good. 
They are vulgar in the extreme of 
vulgarity; they are so multiplied 
that they fairly bewilder, and make 
the selection by the eye of certain 
objects difficult, if not impossible, 
as at elevated railroad stations 
it is sometimes impossible to find 
the name of the street amid the 
litter of vari-colored advertise- 
ments. The posters in the streets 
are smaller, but they are every 
whit as glaring, and far more 
numerous. They are affixed to 
every wall whose owner is not 
looking, and they become an eye- 
sore when, after a few days’ ex- 
posure to sun and rain, they be- 
come faded, torn or are gnattered 
into pieces by hungry goats. 

Taxation of public nuisances of 
this nature is now under discus- 
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sion in England, and this country 
should not permit itself to be last 
in the effort to secure a_ public 
right to free itself from the afflic- 
tion. The time to reform is now, 
for every day sees the thing grow- 
ing worse. The posters are in- 
creasing in size and number, the 
wall paintings require the sides of 
ten story buildings, one’s right 
to his fence is not respected, the 
street cars are filled with signs, 
the view up the street is blocked 
by them, they are hung in the air 
from kites, they are to be thrown 
on the clouds by stereopticons, 
they are audaciously displayed 
against public buildings. There is 
a very riot of such ugliness as, 
if it took the form of personal ag- 
gression, would call for police in- 
terference. And it could be done 
away by a tax.—Brooklyn Eagle. 
_———+or——— 

DIRECT AND INDIRECT. 
There are some things which may 
> advertised to bring direct orders 
without any preliminary correspon- 
dence; there are more which may be 
advertised direct to the customer, who, 
after some correspondence, will pur- 
chase, but there are a still greater num- 
ber of articles which are made to be 
sold in stores, the magazine ads of 
which are merely to make the name 
known to the public. Still, this sort of 
ad should be planned to bring direct re- 
plies. It is not only the satisfaction of 
having the replies and knowing that 
your ad is being read, but the man or 
woman who sits down and deliberately 
writes for a booklet or a sample, or 
anything else, is interested in your ar- 
ticle. And the more people you can 
interest this way, the better advertising 
you are doing.—Shoe and Leather Facts. 
THE AMATEUR’S FIRST DEFECT. 

It would be a poor article indeed that 
did not have more than two or three 
features which it would pay to dwell 
upon. Most articles have a hundred, 
and too many advertisers want to get 
the entire hundred in one little ad.— 
Shoe and Leather Facts. 


ILLUSTRATED TESTIMONIAL. 
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NOT FEEL WELL AFTER EATING.” 


“ft DID 
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A STORY OF RESULTS 
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IMPORTERS & JOBBERS 





ENTH AND CLARK AVE, 
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The Kansas City Journal, 
Kaneas City, Mo. 


Gentlemen :- 
We are very much pleased with our advertising in your paper’ 


and desire to state that our work in Kansas City, where we have used the 
Journal Exclusively, has been more successful than in any other City. 
our Kansas City Branch now leads all our branch houses in amount of sales, 
surpassing even our Chicago house. Our sales on Faust Blend coffee alone) 
have more than doubled and are constantly on the increase. 

We want to thank you for the co-operation you have given us in” 
our work, and we assure you that we appreciate it. 

N very truly youre. 
‘\¢. ¥. Blanke Tea & Coffee co. 


Naa NNILLLIOOnenenNOnmenmrn—rnwern" 


A similar story can be told by every advertiser in the 


Kansas City Journal. 


GUARANTEED CIRCULATION: 


Daily and Sunday, over 50,000. Weekly, over 120,000. 


PUBLISHERS’ DIRECT REPRESENTATIVES ; 


THE J. E. VAN DOREN SPECIAL AGENCY, 


New York Offices: Chicago Offices: 
407-9-10-11 Temple Court. 1104-5 Boyce Building. 
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TRADE PAPER ADVERTIS- 


ING 


Trade journal advertising really 
ought to be better advertising than 
the general line of publicity. 
Trade journal advertising, even 
in its broadest sense, specific, 
and when segregated into the vari- 
ous trades would seem to be suf- 
ficiently defined to eliminate a 
good many tough propositions. 

When a manufacturer or whole- 
sale dealer, selling direct to the 
consumer, calls public attention to 
his goods he has the wide world 
before him. There are really no 
limitations, for he can talk to 
everybody, but in doing so he is 
going to reach a whole lot of peo- 
ple who are not interested in him 
or his wares. He is wasting his 
ammunition firing at this sort of 
people, but to reach those he needs 
he must include the others. To 
make the proposition pointed take, 
for instance, the manufacturer of 
men’s shoes. The $3 shoe will do 
very well. Every man is a possi- 
ble customer, but only a certain 
class of men are probable buyers. 
The problem is how to reach all 
the men. It’s going to be utterly 
impossible to pick out any publi- 

cations that women, girls and 
children do not read to a greater 
or less extent. Every time a wom- 
an reads the ad, unless she buys 
for the man, there is a misdirec- 
tion of advertising energy. 

Such a contingency is not a pos- 
sibility in trade advertising The 
wholesaler or jobber who sells 
shoes does not advertise in a hard- 
ware dealers’ magazine or a dry 
goods gazette. Every other line 
of industrial activity at once 
eliminated, and the advertiser 
commences his communion with 
just the people who want to do 
business with the producer or 
middleman. His efforts must be 
to make the retailer want to do 
business with him. Every reader 
of his ad is a possible buyer. 

If he talks hard, common sense 
in his ads, just as he would talk 
face to face with his customer, 
the trade will entertain confidence 
in him and his ads. They will be- 
lieve all he says and a little bit 
Each succeeding ad_ will 


is 


is 


more. 
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be as valuable as each succeeding 
year is in an honorable and sub- 
stantial career. 

But the original immutable fact 
stares one coldly and_ fixedly 
in the eye. With all these supe- 
rior facilities the bulk of trade 
paper publicity is execrably done. 

One cause for this may be that 
the advertiser, is not building for 
the future. He doesn’t see that 
here is a new, unbeaten avenue 
leading to rich virgin soil which 
will smile upon him with a bounti- 
ful harvest of profitable returns 
upon persistent cultivation. 

In the way of position trade 
journal advertising offers more 
inducements than either newspa- 
per or general magazine publicity. 

The major percentage of trade 
journals sandwich ads_ between 
reading pages. The scheme of all 
ads facing reading matter gives 
excellent position. Trade news 
on One page and ads on the next 
insures more attention to trade 
journal ads than they would prob- 
ably receive if all were grouped 
at the back, as in magazines. 

In magazines it would neither 
be advantageous to follow out the 
same idea, and the time may ar 
rive when the same rule will be 
observed in trade papers. 

Trade journals have not reached 
that stage yet, but they will. The 
time will come when the retailer 
will read over business announce- 
ments as eagerly as he now reads 
the trade quotations in his daily 
newspaper. The advertiser who 
to-day is utilizing the best ideas 
in trade advertisine, who has ads 
that stand apart from other ads— 
and they will do that if they are 
good ads—should be particularly 
happy. He,not only ha; the best 
ads that the new cet.tur’ can pro- 
duce, but he has the best position 
it is possible to secure and a posi- 
tion that will not always be avail- 


1s 


able — Bates. in Confection- 
ers’ and Bakers’ Gazette, 
> 
IN ADVERTISING. AS ELSE- 
WHERE. 

Many of ability fail because they 

lack application.—Brains. 
— +o 


Ir does not appear really necessary to 
argue the value of honest goods and 
cut prices. 
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CLEVELAND PLAIN DEALER 
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STATE OF OHIO, 
CUYAHOGA COUNTY, 


bes, 
Ibert H. Baker, 


and PLain DEAL 


E 


, being duly sworn, says, that he is Business Manager of the Cleve- 


ER, and that the above is a true statement of the circulation of said 


le 


E|.BERT H. BAKER. 


Sworn to and subscribed before me this third day of July, A. D. 1901. 


newspaper during the first six months of the year 1901. 


GEo. R. AGATE, Notary Public. 
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AN EDUCATION FROM ADS. IS “EXPERIENCE” A 

. ae : SUPERSTITION? 

Not all the information con- ‘a - 
veyed by a magazine is found in it Siviies aria is - art, — 
a ae ; ; i it is the simplest thing in th or 
its reading columns. The adver- ‘phe combined experience of the aaa 


pages contain a fund of in- 
formation wunexcelled in value. 
Nearly every one has remarked 
sometime that he has found the 
advertisements more _ interesting 
than the reading matter. A peru- 
sal of the advertisements tells 
what is going on in the business 
world of which the particular 
magazine forms a part. The ad- 
vertisements of the Jron Age, for 
example, tell the story of what 
hardware stores are buying and 
selling; those of McClure’s Mag- 
azine show what new and _ stan- 
dard articles are being kept be- 
fore the eyes of the well-to-do and 
middle classes. If a reader of the 
Electrical Vorld, or the Electrical 
Review, should send for the cata- 
logues of all the firms advertising 
in either of these publications, and 
master their contents, he would 
secure a full and accurate know- 
ledge of the industrial applications 
of electricity. In like manner the 
reader of any standard publication 


tising 


carrying advertisements can se- 
cure a liberal education in the 
live things of its field by follow- 


ing the plan suggested. 

Study of the trade literature of 
a business, moreover, has the ap- 
proval of high authorities—the 
students of some of the best tech- 
nological colleges are required to 
use as textbooks the very com- 
plete tool catalogues of Strelinger 
& Co., of Detroit. The catalogues 
of any business mark the current 
of the business far in advance of 
books or of most magazine arti- 
cles. They should be studied, and 
the place to find out where they 
can be had is in the advertising 
pages of the publications of the 
business.—Commercialist, Scran- 
ton, Pa. 

BRITISH NAMES. 
newspapers there 
150 7imeses, 


Among the British 
are now 160 Advertisers, 
149 Newses, 128 Gazettes, 120 Chroni- 
cles, 119 Heralds, 104 Journals, 95 Ex- 
presses, 70 Guardians, 68 Observers, 48 
Standards, and 42 Mercurys. There 
are 40 Free 38 Telegraphs, 31 
Mails 30 Posts, 29 Inde pendents, 23 
Couriers, and as many Examiners, and 
22 Echoes.—Newspaper Maker. 





est and most successful advertisers can 
be used by beginners to guide them in 
the proper path.—Terrell (Texas) Tran- 
script. 

The combined experience of all 
the successful advertisers and of 
all the unsuccessful ones to boot 
does not begin to be as valuable 
to novices as some well-meaning 
doctrinaries imagine. Advertising 
schemes are like men. No two of 
them are exactly alike. 

It is recognized by physicians 
that the same dose of medicine 
cannot be depended upon to pio- 
duce the same effect upon ‘wo 
persons. Even the “specifics” are 
not uniform in action. Opium has 
been known to act as a violent 
stimulant. 


Similarly, in advertising noth- 


ing is certain except uncertainty. 
The same mediums, the same 
copy, and the same plan of push- 


ing sales which have succeeded in 
one case will fall flat as a cold 
pancake in another. George Steers 


built the America, and her perfor- 
mance was the wonder of the 
yachting world. Another boat 


was built on the same model, care- 
fully designed to be a twin of the 
America. She was simply a good 
sailer, nothing more. 

That no large business can be 
done without some sort of ad- 
vertising is a truth as unchange- 
able as a proposition in Euclid. 
But whoever goes into advertising 
with the idea that it is a game of 
chess is foredoomed to disappeint- 
ment. The old advertiser is izast 
likely to place too much depen- 
dence on experience, his own ex- 

ience included.—The National 
perience included. 1e Nationa 
Advertiser. 

++ 
there is one class of advertising 
more behind the times than another in 
England it is that of the large retail 

The _mammoth “department 
of the United States, with their 
hig dividends, have been built up by 
successful advertising. Americans look 
on in wonder at our neglect of our op- 
portunities, and more than one house 
across the Atlantic has seriously under 
consideration the opening of a retail 
establishment in London, with up-to- 
date methods and up-to-date advertising. 

. H, Benson, London, Eng. 


Ir 


shops. 


stores” 
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SURE THINC. 


: ’ OFFICES : 
GEO. C. NORRIS & CO., ; 
430 Fourth Avenue, 
REAL EstTATE, MORTGAGES, Pittsburg, Pa. 


1o1o Wood Street, 


Renting, Fire Insurance. ora 
8 Wilkinsburg, Pa 


PirtspurG, Pa., July 12, 1901. 


PRESS PUBLISHING CO., 
City. 
GENTLEMEN : 

We are pleased to state that our returns from 
the Press, which we use more than any other paper 
(on that account) has increased our business to 
such an extent that we found it necessary to open 
an office at 1010 Wood street, First National Bank 
Building, Wilkinsburg, for the transaction of our 
business in that district. Tur PRESS HAS NEVER 
ASKED US FOR A TESTIMONIAL, but our returns are 
so satisfactory that it gives us pleasure to send you 
this advice. 


Yours truly, 


GEO. C, NORRIS & CO, 


C. J- BILLSON, 


MANAGER FOREIGN ADVERTISING DEPARTMENT, 


NEW YORK OFFICE: CHICAGO OFFICE: 
TRIBUNE BLDG. STOCK EXCHANGE BLOG 
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The day of the political weekly 
has passed and there are very few 
of any consequence left to tell 
the tale. It is not many years 
since every leading daily paper in 
the United States had its weekly 
edition, which circulated in the 
country and had great weight with 
its readers. The Toledo Blade, 
New York Tribune, Chicago 
Inter-Ocean, Cincinnati Enquirer 
and Globe-Democrat were con- 
spicuous among that class. Some 
of them have quite a circulation 
yet, but their influence and power 
are very materially lessened. On 
account of the improved mail ser- 
vice the daily paper now reaches 
out to almost all parts of the 
country and takes a large percent- 
age of the field which used to be 
covered by the weeklies. The ex- 
tension of rural deliveries will 
correspondingly extend the field 
of the daily paper. The farmer 
who used to be satisfied to get his 
news once a week now reads his 
daily paper of an evening the same 
as the busy business man snatches 
odd moments on his way to and 
from his office for that purpose, 
and the daily paper is “cad 
more thoroughly in many of the 
country homes than in the city. 

The class papers, such as the 
Ladies’ Home Journal, the De- 
lineator, McCall's »lagazine and 
others demand the attention of the 
housewives, so that they do not 
depend upon the weekly papers as 
much as in former years. 

The magazine, so far as large 
circulations are concerned, is a 
very recent institution, and finds 
its readers in all walks of life, 
from the fireside of the farmer 
and mechanic to that of the manu- 
facturer and banker, so that the 
political weekly that used to be an 
important feature in the advertis- 
ing world has almost ceased to be 
considered in that connection. 

Through the political weekly the 
advertiser used to reach a solid 
country constituency. 


The advertiser of to-day wish- 
ing to reach the city and country 
both can do so very nicely with 
the dailies, magazines and thehigh 





PRINTERS’ INK. 
PASSING OF THE COUNTRY 
WEEKLY 


grade weeklies, but if he wishes to 
reach the country alone he finds it 
expensive using these mediums, as 
their circulation is primarily in 
the cities; and, on the other hand, 
if he wants city circulation alone 
he finds a great deal of waste be- 
cause the publications which he 
has to use in order to reach the 
city al.o reach out into the 
country districts, so that that part 
of their circulation is lost to him. 
There are left to the advertiser 
wishing to reach the country only 
two classes of mediums which 
have no waste circulation. These 
are the local country weeklies and 
the mail order journals, which 
have no city circulation but reach 
the country and village people 

The circulations of the country 
papers are necessarily very limited, 
leaving the mail order monthiies 
practically the only papers in the 
field with large circulations that 
are circulated exclusively outside 
of the large cities —Ad Sense. 

alae aS 
IN A NUTSHELL. 

We do_ not advertise to keep 
names before the nublic. We do not 
advertise for our health. We do not 
advertise to show people how smart we 
are. We advertise to get returns. If 
we don’t get returns, advertising ‘is a 
delusion and a snare. It is the results 
that count. Theories are all right, and 
faith is a very beautiful thing indeed; 
but theories won’t pay rent and faith 
gets pretty weak in the knees if it isn’t 
backed up with facts. When an ad- 
vertiser pays hard cash for his adver- 
tising space, he ought to expect returns 


our 


of the same _ character, and_ they 
shouldn’t be such a very long time 
coming, either.—Bakers’ Helper. 

~ 








‘Pride in a Diploma, or even in a creditable promotion, is 
immenselyincreased by a 


SEASONABLE GIFT. 


Here is one: 


A beautiful, solid sterling silver 
Watch, with Waltham, 
Elgin or Lambert Works $7.75 





Handsome Sterling Chain, 1.75 

Sterling Pencil Charm . 1.00 
ee $10.50 

That is a little sum in fos arithmetic of a young man’s happi- 
ness. — with “American” movements are frequently adver- 
tis:d for $6. The works ¢ cot 2 he par 1 make of works is 








w the w ke above. The case 


never ment oned. You kr od 
ch S ase Com ipany, a leaders in the 


fs made by the Crescent Wa 
Manufacture of sterling silver <as 





Tuts is a mimiature reproduction of 
part of a large advertisement of Lam- 
bert Brothers, jewelers of New York. 
It is said to have produced excellent 
results in New York dailies. The logic 
and the prices would readily account 
for such a situation. 
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THE HARDEST PART 


The hardest part of distributing 
merchandise is the distribution of 
the information which must precede 
the selling. This distribution of in- 
telligence, the advertisement, per- 
forms to the best advantage when 
placed in the street cars. Many 
thousand persons use the cars daily. 
They read the car advertisements. 
Every reader is a buyer. In the cars 
you can tell your story clearly and 
intelligently, You will attract at- 
tention. Your goods will be asked 
for and bought as a result of this ad- 
vertising. It is profitable advertis- 
ing. If you wish to test its merits, 
consult us. 


GEORGE KISSAM & COMPANY, 
253 Broadway, New York Gity. 
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MATCH-MAKING. 
IMPERIAL GERMAN CONSULATE GENERAL, 


New York, June 24, 1901. 
Messrs. Geo. P. Rowell & Co.: 
If not too presuming upon your 


courtesy, may I ask you to kindly a 

vise me whether there is a trade paper 
published in the United States of 
America devoted, entirely or partially, 
to the interests of the match- making in- 
dustry in this country? Thanking you 
in advance for your courtesy in the 
matter and inclosing postage stamp for 
reply, [ am, Yours on ag 


BuENz, 
German Consul General. 
New York, July 1, 1901. 
Mr. K. Buenz, German Consul-General, 
P. O. Box 658, New “ork: 


answer to your letter 
what is wanted is a 
paper devoted to the interests of mak- 
ers of friction, lucifer or other sorts 
of inflammable or illuminating matches, 
we have to say that we know of none. 
If, on the other hand, a matrimonial 
paper will fill the bill, a list of seven 
may be found catalogued on page 1,457 
of the American Newspaper Directory 
for June, 1901. We are, 
Your obedient servants, 
Geo. P. RowELt & Co. 
~or 
A PRETTY HARD CASE. 

New York, July 1, 1901. 
Publisher of Printers’ INK: 

Dear Str—Mr. W. H. Sief, publish- 
er of the Pittsburg Times, regrets that 
you do not accept his order for a quar- 
ter page in PRINTERS’ INK, in position 
precisely similar to that occupied by 
the Washington Star, at 25 per cent 
above your schedule rates, viz., $1,625 
per year. Mr. Sief now writes me that 
if you can be induced to reconsider 
your decision, I may have authority to 
pay another 25 per cent additional, 
making the price $1,950 for the service. 
Hoping that you can see your way 
clear to let us have it, I am, 

Your obedient servant, 


Dear Sitr—In 
of the 24th ult., if 


Perry LUKENS, JR., 
Eastern Mgr. Pittsburg Times. 
New York, July 1, rgor. 
Mr. Perry Lukens, Jr., Eastern Mana- 
ger Pittsburg Times: 

Dear Str—It comes pretty hard on 
us, in these dull times, to turn down 
your proposition of this date, but we 
are obliged to do it. 

Thanking you and Mr. Sief, we are, 


Your obedient servants, 








Geo. P. Rowe & Co., 
Publishers of Printers’ INK. 
— ——— 
THE HORSE TO MOVE THE LOAD 
LACKING. 

A man may have plenty of capital, 
the very best of goods, and the neces- 
sary experience, and then be _ unsuc- 
cessful in business for the “i ant of the 
right kind of advertising. A. Bates. 





+o — 


Every sensible manufacturer knows 
that he can’t sell his goods if he doesn’t 
tell people about them. They are prac- 
tically not in existence until people 


know of them.—New England Grocer. 
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THE “FIFTY-SEVEN” ELECTRICS. 


1315 Q Street, N. W., 

Wasutncton, D. C., July 18, rgor. 
Editor of Printers’ INK: 

Can you give me any information re- 
garding the system Heinz, “he of the 
fifty-seven varieties,” uses in display- 
ing the electric signs on the pier at 
Atlantic City? One follows another so 
rapidly that it is a mystery to most 


people how the changes are so quickly 


made. Respectfully yours, 
LeRoy Tuomas. 
The Mason Monograph Company, 


Broadway and Sixty-fourth street, New 
York City, are the people to apply to 
for details—[Epiror PRINTERS’ INK. 


— +o 
ENTHUSIASTIC 
Office of 


AN ADMIRER. 


Austin, Nicnots & Co., 
Importers, Manufacturers and Whole- 
sale Grocers. 

New York, July 17, 1901. 
Editor of Printers’ INK: 
Truly of journals devoted to the 


science and art of advertising there are 


nowadays a goodly plenty. But there’s 
only one a busy ad-man feels really 
bound to read from cover to cover— 


the one that comes on Wednesdays, and 








whose coming is always eagerly looked 
for—PRINTERS’ INK. 
Respectfully yours, 
Frank C, Rex, Adv. Mgr. 
THE A ns ee OF AN AD- 
ERTISING CAMPAIGN. 
nace can surely be no more im- 


portant department of the advertising 
campaign, if any success is to be won, 
and yet many open a campaign without 


giving due consideration to the’ com- 
missariat or follow-up system, as it is 
generally styied. The advertising will 
bring more or less business which re- 
quires absolutely no nursing, but a 
large percentage of those who an- 
swer an advertisement have to be ac- 
tively and intelligently fed with busi- 
ness literature before they finally de- 


cide to purchase. 

A follow-up system which may be in- 
valuable in one case is often worthless 
in another. This question has to be as 
carefully studied and planned as the 
advertising itself. pa Wedge. 


PRE PARE D , TO SPEND. 


Start in to make a success of the 
mail order business by being prepared 
to spend a sum calculated to give you 
a lasting publicity. Make your adver- 
tisements pull by the frequency with 
which they appear. Give your prospec- 
tive customer a reason for believing 
you are a permanent feature in mail 
order business by appearing before him 
persistertly. Make him believe you are 
doing a big business by reason of the 
stability of your advertisements; then 
if the articles you are selling have real 
merit and deserve public confidence, 
rest assured you will have your returns 
a hundred-fold increased.—-Ad Sense. 

— ~~, 

Tne good medium is that which goes 
to the fireside; the bad medium is that 
which goes to the fire. 
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NOTES. Co., the silk jobbers. It consists of a 


cardboard arrangement, about the size 
“DEPARTMENT “Srores” are discussed Of 2 booklet, bearing the title, “How 
by H. E. Armstrong, in Ainslee’s We Make Silk Disappez air.”” Above is a 
(N. Y.) for August. small picture of shelves and counters 
laden with silks. On pulling a piece of 
“Tue Russian Sugar Controversy” cardboard this picture gradually disap- 
is discussed by Milton E. Ailes, Assist- pears in some mysterious way, giving 
ant Secretary of the Treasury, in Col- place to a view of empty shelves and 
ter's Weekly of July 13. counters. <A slide which passes over the 
In its issue of July 21 the State of picture bears the words, ‘Figure It 
Columbia, S. C., issues an “Industrial Out. To do this will prove a very hard 
Art Edition” in which the merits and task, without pulling this interesting 
capabilities of South Carolina are dis- advertising device to pieces.—Dry 
Goods Economist. 





ussed. 





THERE is a prospect of another print- Marietta, O. July _ 8.—Charles 
er-editor Governor. Col. J. H. Estill of Blume, a jeweler, has filed a man 
the Savannah Morning News is being damus petition to secure the re 
urged as a candidate for Governor of ™oval of a billboard erected a few days 
Georgia, the biggest State this side of ago opposite his store. The result of 
the Mississippi and the most progres- the suit, should Mr. Blume be success- 
sive of the Southern States. ful, will be to comnel the city council 

to tear down the board and keep the 

Purtna Mitts of St. Louis, makers street unobstructed. The case will be 
of Ralston Breakfast Food and other the first legal test of the billboard 
products, offers a prize of $50 to the question. The mandamus was presented 
ten grocers making the best window to Solicitor Richards, who called the 
display of their products between Sep- street committee of the city council 
tember 1, and December 1, 1901. In together and they instructed him to 
order to enter the contest a dealer must make out an order against Schramm 
send them a photograph of his display Brothers instructing them to have the 





for which they allow fifty cents. billboard removed .—Vewarers’ Circular, 
A CAREFULLY kept r record of the fi- 

nancial advertising published in the STRIKING T THIRTEEN. . 

New York papers for the first six Among the oddities of life in New 


months of the present year shows that Orleans a few years ago (perhaps it 
the Evening Post led them all with a still exists), was the custom of having 
record of 318,000 lines. The Times the great clock at the stockyards strike 
during the same period printed 306,000 thirteen at one o'clock in the afternoon. 


lines, the Herald 253,000. and the One stroke was apparently not enough 
Brooklyn Eagle 222,000.—Editor and to arouse the attention of the slow-go- 
Publisher, N. Y. ing French, creoles, negroes and others 


THE 3 seeiit F to the fact that it was time to get to 
cold, and advertised on the ‘syndicate Work, but wouldn't let them plead not 
plan in Chicago: Mrs. Graham’s Cu- guilty if followed by twelve tee i 
cumber and Elder Flower Cream, Him- How many advertisers vaorream 
rod’s Cure for Asthma, Mrs. Winslow’s ‘his? How many let the advertising 
Soothing Syrup, Dr. Webb’s Toothache Clock strike only once, and because the 
( al og . 1 general public does not respond, are 


Cotton, Cann’s Kidney Cure, Celery- . : nage nniiell 
Vesce, Sultar, Dr. Kline’s Nerve Re: ready to tell how they tried advertising 


Ares: and found it didn’t pay. 

perc ees Sotiers Soe ~~ Hal- The public isn’t listening for that 
ego pont eel one reg Bragg mt et first stroke; it takes twelve more_ to 
each, single a ay ont scnaveiel “ss distinguish it Pa all others. Give 
ries AS Gee tet of . a an them the full thirteen, then people will 
pecota dinsnogenens = oom 1€ be sure to hear, and, hearing, will know 
names of forty retail druggists who 


. —O 
handle the remedies appear. what time it is. Our WU ‘edge. 





A very clever advertising device has AN apt quotation is often better than 
been brought out by Samuel Eiseman & an original ad. 








A Business Bringer. 


“The Evening Star is the best medium in Washington for reaching 
men as well as women. We always get immediate response to anything 
we advertise to men in The Star. They often bring the advertisement 
cut out of its columns. They do this with no other paper. No other 
paper anywhere ever equals The Star in influencing men’s trade. Men 
read it more than the women do, if that is possible. Thousands of men 
read The Star who read no other newspaper.” So says A.M. ORRISON, 
Advertising Manager for Woopwarp & LorHRop, Washington, D. C. 


M. LEE STARKE, Representative { Nev,Yory Tribune Bids. 
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THave ased Dixon's EVERLASTING. Graturre Ax. 
GRrgAss for.the last fifteen years. and find it the best of all. 
Thave run one of ‘my trucks for 
oitant @.m. to 5.30 p.m. with one a: 


und the axles in the best o: 


eo is 9 aon d,.I took off perv tore Sa 
a loa ook off my w 
if greased that mornin 


mbes ttite: 





/Exarrra; New York. 


r jo days ata time 
lic tion of your grease, 
cond * 
§. Exston, 


iar 
in; re Dri 
s, aud the ax 


heavy 





thy tricks sever 


g- 
Jarome O'Leary 














‘It never gums.. It will not harden ia cold nor ran 
off in hot weather. Prevents axles from rusting. 
Outlasts other greases and oils many times, 





aie. coma 
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GRAPHITE 


AXLe| GREASE] 



































Forall Axieewith a Nut 
Cine! 
snes iy CRIUCHRLS C04 
City, N. Je 
. FROM ‘‘ NEW ENGLAND FARMER,” BOSTON. 

—— = — 

: MILTIADES COSSENAS. of soaps desired a good article and that 

Miltiades_ Cossenas, the distributer if such a soap were exploited it would 
and proprietor of the Medicura Soap have a large and profitable sale. I was 
Company, recently talked to an Ad- Ot disappointed in that respect. Medi- 
vispr representative as follows: cura Soap is selling very well when the 

“For a long number of years I have short space of time is taken into con- 
been experimenting upon soaps. I am ‘Sideration in which it has been before 
a faddist on that subject. I have de- the public, and‘is selling along with the 
voted years of study to the chemical very best medicated soaps advertised 
analyses of other soaps, and I came to fr more than a quarter of a_century. 
the conclusion that a far better medi- My impression has been confirmed to 
cated soap could be produced than any the effect that what the people want is 
of the soaps in that class which I found 00d things and not cheap articles. 
on the market. To that end I devoted Especially does this apply to the mat- 
considerable time and money, and at tet of medicated soaps, most of which 
last I claim that I have produced a fe harmful instead of beneficial. 
soap which for curative qualities far “I did not look for instantaneous re- 
surpasses anything with which I am Sults and was well pleased with the 
familiar. So strong 1s my belief in the fact, however, that sales were almost 
good qualities of Medicura that I would i™mediate -wherever we advertised and 
be willing to donate $1,000 or $5,000 used large space repeatedly. New York 
to any charitable institution if it could Citv is one of the very hardest fields 
be successfully shown to me that Medi- for any new product—but in our case, 
cura Soap could be improved. Nearly OWing to the fact that we are — 
every druggist in the United States has teTs of other well known propriet ary 
his own sarsaparillas, tonics and other ticles, we had very little difficulty in 
medicines. This is not the case with Making a large sale and distribution of 
soap. It requires a factory to make Medicura Soap to the drug trade.” 
soap, whereas it is not necessary to — 


have anything more than a drug store 
possesses in order to manufacture its 
own medicines. 

“I have been astonished 
ity with which the public caught on to 
Medicura Soap. was always under 
the belief that the average purchasers 


at the rapid- 


ANOTHER PARADOX. 

It is an odd fact—but a fact, never- 
theless--that the cream of what 
known metaphorically “the public at 
large”’ consists almost wholly of folks 
who are securely tied to homes, fami- 
lies and positions. 


is 


as 







PRINTERS’ INK. 


Classified Advertisements. 


Advertisements under this head two linesor more, 
without display, 25centsa line. Must be 
handed in one week in advance 


WANTS. 
DVERTISING = wanted for magazine on 


4 commission State experience and 
references. “ X. ri " care Pr rinters’ ink. 


M‘ ORE than _ 200,000 copies es of the morning edi 
1 tion of the World are sold in Greater New 


York every day. 

Ww ANTED—Chicago agency for a first-ciass 
newspaper or magazine, by an exper! 

enced advertising solicitor Best of reterences. 

H.C. COOKE, 142 Scoville Ave., Oak Park, Ill. 


Yh ARTES Cireutaticn manager. Gocd open- 
ing for one competent to manage the sul- 
scription department of a monthly pubiication 
of general circulation. Address ‘* PERMANENT, 

care Printers’ Ink. 


RDERS for 5 line aivertisements 4 weeks $10 

in 100 Illinois newspapers , 100,000 «ircula- 

tion weekly ; other Western weekly papers same 

rate. Catalogue on application. HICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


OMPOSITOR competent to take charge of 
and execute highest-grade catalogue and 
booklet work. State age, exnerience, former em 
ployers and wages de sired to demonstrate abil- 
+f Great chance for ambitious man. Address 
CATALOGUE,” 1710 Fisher Bldg , Chicago. 


WW ANTED Western advertising representa- 
tive for THE UNIQUE MONTHLY of New 
York. Must reside in Chicago and furnish satis 
factory references as = _capeneenes anda fitness 
for the position. Addre 
y.L. BE "ADN ELL, 

4 r UNIQUE MONTHLY, 

Tempie Court, New Y ork. 


WV ANTED—Every “advertisement writer to se- 

cure a copy of our book of ready-made 
advertisements. A veritabie mine of sugges 
tions and catchy phrases. Contains over five 
bundred examples of effective ads. Invajuabie 
asa ——— ens peng for advertisement writ 








Beats anyt two other papers. 


ers, f postpal on receipt of price, $1 Ad 
dress SEO GE P. OW ELL & CO., 10 Spruce St, 
New York. 


a 
MAILING MACHINES. 


\ ET the best, the Matchiess. of REV. A DICK, 
XN 43 Ferguson Ave., Buffalo, N.Y. 
—_—_—_— OO 
ADVERTISING CUTS. 
I O you write ads? Send address on your busi- 
ness stationery for invaluable information, 


free. HARPER SYNDICATE, Columbus, Ohio, 





es 
SPECIAL REPRESENTATIVES. 


A COSTE AND MAXWEL 
4 38 Park Row, New York, telephone 3293 Cort- 
landt, special representatives for leading daily 
newspapers. 


ELECTROTYPES AND ‘S AND STEREOTYPES. 
| a LEC — )TYPE or stereoty 

4 ood ones, order from Bright's “Oid 
Reliable, t. Louis ‘Elec trotype Foundry, No. 
211, North Third St., St. Louis, Mo. 


ecuts. When you 


—_———_0-— 
LETTER BROKERS. 
ETTERS, al: kinds, received from newspaper 
4 advertising wanted and to let. What have 
= or what kind do you wish to hireof ust THE 
EN OF LETTERS ASS'N, 595 Broadway, N Y 
++ 


PHOTO ENGRA VING. 


T's STANDARD ENGRAVING Co., 61 Ann 
St., New York 
HE finest engraving piant in the wor d 


Our haif-tone ENGRA are snore everywhere 





as the best. GILL ENGRAVIN 
40 Fiftu Ave , New York 
nee. 
ADDRESSES. 








NAMES Okia.. Kan, Tex stockmen.$2 
. J. GARRET1, Golden City, Mo. 


2,00 


19 
NUMBERING MACHINES. 
UR oaumbering macnine is the best WETTER 
NUMB’G MACHINE Cu.,515 Kent Ave., Bklyn. 
MISCELLANEOUS 
T= by maii, puncture proof, $6 


Cactus, $750. Pleasure to ride. 
CYCLE WORKS, Camden, N.J 


pair. Anti 
OADSTER 


— +o — = 
IMPUSLNG STONES. 
I EST quality Georgia marbie imposing stones, 
two inches thick, 50 cents square foot. C: 
with order THE GEORGIA MARBLE FINISH 
ING WORKS, Canton, Ga. 








~~ 
LINOTYPE AND STEREOTYPE METAL. 


MANUFACTURE the best tinotype, stereotype 
ana eiectrotype metals in the world. Get my 
prices before ordering (ut-of-town orders so- 
icited. J, SHONBERG, :74 Hudson St., N. 
~7~oo 


ADVERTISING DESIG NS. 


( RIGINAL IDEAS. The best equipped art 
department 
GILL ENGRAVING CO 
140 Fifth Ave., New York. 
- 
PRESSWORK. 


] 1GH-CLASS presswork 18 our specialty. We 

have the reputation of doing the best half- 
tone printing in the business. Consult us are 
placing order. FERRIS BROS , 45-51 Rose St., N.Y. 





——+or- 
COIN CAKDS, 


> FOR lc rinted, in eswettens. Sample, 2c. 
6 % A KING Beverty. Sas s : 
29 PEK 1,900 Less for more, any printi 
oO THE COLN WRAPPER CO., Detroit, Mic 


— 
+--+ 


SUPPLIES 
“™ AUGE PINS, 3 for 10. PRINTERS SUPPLY 
¥ CO., Grand Island, Neb 


yas paper is preuses with ink manufactured 
by the WILSON PRINTING INK CO, 





Lta A Spruce St, New York. Special prices to 
cash buyers 
—_ - +m — 
PRINTERS’ MATERIAL. 


\ ODERN MACHINERY. new and rebuilt, 
4 Material. new and second hand 
Type, new only, at foundry prices and dis- 
counts 
Quality above pric “4 
From acyhnder to a bodkin me ar 
CONNER, FENDLER & CO , N.Y. City. 
+> 


PAkeER. 


Au kinds of paper. al de ingress es of quality. Ev 
4 ery weight, color an No matter 
what you are going to print, ~ a you select 
the paper write tou us and mention what you 
want Wecan)» of great assistance to you. We 
have everything tn the espe line and the price 
is rignt ASSETI & SUTPHIN, 45 Beekman St., 
New York 





a 
DISTRIBUTING. 
I SUEEEUNSASSSeenReneEReEEE 
HOWE ADDRESSING © 
4 208 So. 4tb Sr Phiedelphes 
‘A Delivery by ~pecial messengers of Calen 
A dars. PamphietS Books. Circulars, Cata- 
sngues. ete .with or withouy receipts. 
cccecceccecceccce © ¢ CCCCCCCCCCCCCCCCCCE 





>>> > > > 


oo ____ 
NEWSPAPER BARGAINS. 


DROPERTIES from $459 cash down and $450 
balance on easy termes, 1D_Ohio—B8 down 
mn Virginia—$!t 0 4aown in ew Engiand—to 
$12,500 poultry monthly in the West. praia $7,600 
last year. Two'fine ooportunities for practical 
“ 1. witb 81,900 each 
Those who mean business are invited to visit 
or correspond witb 
C F DAVID, Abington, Mass., Confidential 
Sroker ana Expert in Newspaper Properties, 
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ELECTROTYPES. 


TE give special attention to making of good 

\ electroty pes for newsp’rads. Prompt. Out- 

»f-town work done carefully as city. RA SBECK 

ELECTROTYPE CO., 24-26 Vandewater St., N. Y. 
es 


PUBLISHERS. 


I I WILL buy sole right of advertising 

space or represent publication ; have 

a thoroughly eqntgpee special adver- 

tising agency, with branch houses 

and staff of competent solicitors. 
L. NATIONAL CRAKOW 
338 Broadway, New York City. 

Telephone 2756 Franklin. 
aa 


PRINTERS’ MACHINERY. 


yor SALE — Cheap, a Universal cutter and 
creaser, 20x22, eccentric action, double fly 
wheel ; one C—A embossing press, 15x20; one Fa- 
vorite press, 9x13, and other pre: 4 nace ye 
ulleys, hangers and all parts of Universal an 
Liberty presses always on hand. Counter shafts 
and overhead fixtures put up on short notice, 
All jobbing promptly attended to. CHRIST MAN 
& CO., 2 Duane St., N. Y. City. 








—__+or -——- 
NEWSPAPER BROKER. 


GELLERS, buyers are dealing through A. H. 
A SMITH, Karlville, Ill. Original methods. 
Plants for sale, $500 to $35,000, Atlantic to Pacific. 


C M. PALMER, Newspaper Broker, 253 Broad- 
e way, New York, negotiates sale of news- 
aper properties in all parts of the United States. 
Properties of all classes at all prices. Buyers and 
sellers should consult, All correspondence con- 
fidential, 


TO LET. 


O LET: White Mountains—Gentleman’s resi- 
dence to let toan approved tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links: fully fur- 
nished ; three bathrooms ; copious water supply ; 
six fireplaces ; three sitting rooms ; 11 bedrooms : 
vine-clad piazzas ; stubling for six horses ; excel- 
lent garden. For further particulars address 
owner, GEO. P. ROWELL, Irvington on Hudson, 
N. Y., or No. 10 Spruce St., N. Y. City. 
_ or 


PHOTOGRAPHIC ILLUSTRATIONS. 


WE have a large assortment of half.tone 
plates from artistic, prize-winning photo. 
graphs, many suitable for book illustration, ad- 
vertising calendars, blotters and other novelties. 
All practically new, original plates only, no clec- 
tros. You get exclusive subjects which have = 
peared only in a limited edition of our monthly 
magazine. Send for proofsand prices. We can 
supply original art-photographs for advertising 
or illustrating, or half-tones from same at low 
prices. New material constantly arriving in our 
rize contests. Special photographic studies 
rom life and nature to illustrate any subject, 
book or catalogue made to order. Department 
under charge of experienced artist of national 
reputation. Estimates submitted. 
WESTERN CAMERA NOTES PUB. CO., 
13 South Seventh St., 
Minneapolis, Minn. 
me 
BOOKS. 


( 1 EORGE P. ROWELL & CO. have issued their 
N Red Book of “Ready-Made Advertise- 
ments.” This volume is the embodiment of Mr. 
Rowell’s best ideas, as the result of years of ob- 
servation and experience. The intent of the 
book is to “ teach better advertising by showing 
examples of good advertisements that secure re- 
sults.” It contains an epitome of the “ best cur- 
rent ideas on advertising methods,” with fo: mu- 
las adapted to various branches of trade and 
business enterprises. The following apt quota- 
tions are from the chapter on “ Don’ts ” : * Don’t 
talk a lot,” “Don’t try to be funny,” “Don’t 
preach about your honesty,” “Don’t sit down 
and wait for the coming of a busier season,” 
“Don’t get the idea that people stop buying 
goods with the passing of holidays or seasons.” 

From Fourth Estate, July 13. 1901. 

‘the book of Ready-Made Advertisements will 
be sent to any address, postpaid, upon receipt of 
one dollar. GEO. P, ROWELL & CO., 10 Spruce 
St., New York, 











PRINTERS’ INK. 





STEREOTYPE OUTFITS. 


cS ILD Process Stereotyping Outfits, $14 up. No 

heating of type. Two easy engraving meth- 
ods, with material, $2.50; no etching. Booklet 
samples, for stamp. H. KAHRS, 240E.33d St., N.Y. 


PREMIUMS. 


I ELIABLE goods are trade builders. Thou 

sands of suggestive premiums suitable for 
bate ody and others from the foremost manu 
acturing and wholesale dealers in jewelry and 
kindred lines.  500-puge list price catalogue 
free, 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 


————__+o+—___ 
ADDRESSING MACHINES. 


TTHERE are many so-called addressing ma- 

chines on the market, but remember that 
Wallace & Co.’s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co., Comfort, of 
Augusta, Me., and many others. Send for circu- 
lars. WALLACE & CO., 10 Warren St., N. Y. 


> 


BUSINESS OPPORTUNITIES. 


DVERTISE your b by rf hing a 
. newspaper of your own on an economical 
plan. Send for full particulars, J. HARTLEY, 
15 Vandewater St., New York. 


rExas oil stocks of the right kind will make 

you more money quicker than any other 
investment nowadays. The Texas gushers are 
now flowing more oil than all the rest of the 
world combined. Fora short time you can buy 
development stock at 25c. per share in a compa- 
ny right in the micst of the oil fields. Write to 
us at once. BELGIAN OIL CO., 155 La Salle St., 
Chicago. 











a 
ADVERTISING NOVELTIES. 
QAFETY Bill Books. Samples, ete , 10c. SAFETY 

OB. B. CO., 221 Equitable Bidg., Balto., Md. 
@ x if) IN genuine Confederate money for only 
ard) 2c. CHAS, D, BARKER, Atianta, Ga. 
TT HE warmest of all PRINTERS’ INK babies is THE 
Av-WRITFR, St. Louis. Ten cents brings 
sample copy. World’s Fair City, 1903. 
YACKAGE HANDLES, with ad on _ label. 
Packed 100 in box, full count. Lowest enon 
> CO., 


Sample and prices for your address. TI 
Unadilla, N. Y. 


| lage the purpose of inviting announcements 
of Advertising Novelties likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 





FOR SALE. 


PRACTICE of medicine through the 
Well established and growing. 
profits, Good reason for selling. Address 
*‘SECRETARY,” P. O. Box 636, Cincinnati, Ohio. 
rs SALE—Monthly family paper in large 
Western city. In its 43d volume. Fine cir 
culation and splendid territory. Owners have 
other large business interests, and have not time 
to give it necessary attention, hence will sell 
cheap. Address “J.,” care Printers’ Ink. 
For SALE—A fine lot of juvenile plates (about 
600), with copyright, size 5x74 inches , short 
stories and jingles by best writers, finely illus- 
trated in woodand pen and ink. Many natural 
history articles. Suitable for children’s books 
or school readers. L. ELKUS, 150 Nassau St., N. Y. 
A A GENUINE BARGAIN. 
sc : ae NO ce INSIDERATION. 
2 Rogers Typographs, 
2 Lead Mac | aoa “i 
2 Line Casters. 
Will put in perfect condition. 
Address THE DiTROIT JOURNAL, 
Detroit, Mich. 
| 4 issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a classifie 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. 8 a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8%., New York. 


mail. 
Large cash 








PRINTERS’ 


BILLPOSTING AND DISTRIBUTING. 


ILLPOSTiNG and distributing. FRANK BEN- 
I HAM, Homer, Mic 








> — 


FORE! IGN LA NGUAGES 
r[Ranee asin one printing in Russian, Ger- 








man, Fre’ Hebrew, sameeren, 
Spanish, Chinese, etc. Work guaranteed er 
lates furnished. INT@®RN ATION AL PRESS, 


jew Chambers St., New York. Tel., 981 Feankiin, 


+) 
PRIN 


E print an_ attractive, booklet, 8 pages, 
W 344x5 inches in size, wire stitched, fine paper 
any color of ink, 1,000 booklets for $10 ; 5,000 for 
. te illustrations and writing copy, if so de 
make a nall cdditi nal —— 

P R iN TERS’ INK PRE 10 Spruce St., N. Y 


{OR a limited time I will print and deliver at 
k your postoffice, charges prepaid, 1,000 type- 
4 inches, for $1.50; 

, No. 6 billhe: uds 












writer linen letter-heads, 5x8} 
84x11 inches, $1.80, state! 
or packet noteheads, $75, cash with order. 
Proofs submitted if desired. High- -grade work 
WILCOX, The Printer, Milford, N. Y, 

oe 
SYSTEMS, 














RE YOU A PUBLISHER! 
- If you are, you want more advertising. 

Within the past few years I have secured some 
of the best advertisers in the country foran orig 
inal advertising medium. I did this by means of 
a clever and persistent system of personal letter 
writing direct to the advertiser and to his adver- 
tising agent. 

I have collected and card indexed an immense 
amount of information about a great number of 
advertisers, their methods and times of placing 
business. I know enough about their plans to 
enable me to make my system result in securing 
good advertising contracts. I know whichagen 
particular man in 

the 


cy places the business and the 
each firm or agency who has business in 
charge. 

I can adapt my plan to your paper and conduct 
aserviee for you which will bring big results 
and secure contracts 

lama publisher myself and have used this 
scheme with great success 
inter- 
write me 


and 
ested in the question of how to get it, 


If you want more advertising are 
and I will tell you more about it. 
JAMES ROACH, 

P. O. Box 923, Philadelphia. 


EXCHANGE, 

\ ,ANTED—To exch 
advertising spac maga- 
zines and monthly periodicals on pro rata ar- 








rangement. THE ROSTRUM, Lancaster, Pa. 
ee exchange for weekly. Eastern town. Fs- 
tablished weekly : job plant . linotype , city 


100,000; $11,000, plant $4,000, 
bal. easy terms. .’ Printers’ Ink. 


EXx¢ HANGE what you don’t want for some- 
4 thing you do. If you have maii order names, 
stock cuts or something similar, and want to ex 
change om for others, put an advertisement in 
PRINTERS’ INK. There are probably many per 
sons among the readers of this paper with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
2 cents per line eachinsertion. Send along your 
vertisement, 


want cash Cie 000 ; 
“WE ER 








[HE GOLFER, Boston, 
[HE GOLFER, Boston. 
[HE GOLFER, Boston. 


f lig er 
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ADVERTISING MEDIA 





+ ie CHRONICLE, Prineeton, Ky. 


Steer ~ GOLFER, Boston. Oldest golf publication 


in America 
1 Oldest golf publication 
in America, 
Oldest golf publication 
in America. 
Oldest golf publication 
in America. 


Boston. Oldest golf publication 


in America 

Nee CHRONICLE, Princeton, Ky. 
weekly in p! lain ‘figures. 

I ARDWARE DEALERS’ MAGAZINE, 
ple copy 10 cents, New York City 


is rated 1,800 





sam- 


liga reach mail-order buyers at 10c line, use 


AGENTS’ GUIDE, Wilmington, Del. 
Pp IST, Middleburgh, Pa., 2,000 cire’n weekly, 10c. 
per inch, brings satisfactory results. 














DVERTISING agents serving their clients 

4 honestly, call up T TX DILETTES , estab. 1881 
4( WORDS, 5 times, 2 2% cents, DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 6,800, 





N ANUFACTURERS’ JOURNAL, sample copy 
i 10 cents. 200 Montague St., Brooklyn, N. ¥ 


EACH the best Southern farmers by planting 
your ads in FARM AND TRADE, Nashville, 


Tenn. Only l0c. a line 
NY person advertising in PRINTERS’ INK to 
ve the amount of $10 or more is entitled to re- 


ceive the paper for one year 


GQ HOE TRADE JOURN AL, Chicago, eight years 
‘ old, is the greatest advertising medium in 
the shoe trade. Rates 20 cents a line. 


GUIDE, | Market, N. J 





New 


\ DVERTISERS’ ° 
Circulation 5,000. pample free. Mailed 
postpaid 1 year,25c. Ad rate, 1c. line. Close 24th. 
REPUBLIC. Springfield, 0. Leased 


P= SS - 
wire Associated Press report. 
guarant’d by 


t Sworn cire’n 
Citizens’ Bank to exceed 8,000 daily. 
‘hee NEWS is an all home paper. Has the 
largest circulation of any paper in Western 

St. Clair Co. Best for advertisers. Capac, Mich. 


W's HITA (Kan ) THE STAR has the largest 
local rural circulation. The largest corps 

of rural correspondents in Kansas. Rate only 

9c. per inch, 

yu SUN, one of the leading weeklies of the 
Cherokee Nation. Ads in its columns at 

tract attention. WkiKS & CHAPMAN, publish- 

ers, Vian, I. 'T. 

oa 
helpful as 

World’s Fair City, 

copy. $la year 


are others, 
THE 
1903, 


but none so practical and 
AD-WRITER, Louis. 
10 cents brings sample 


[*: you wish to reach the bottling trade of this 
country, advertise in the AMERICAN CARBONA- 
TOR AND BOTTLER, 67 Liberty St., New York. Es 
tablished in 1881. 


fee FLORIDA FREE PRESS, “pegpcacony 

Bristol, Liberty County, Florida, eve 
day. The official and cnly paper publish d ie 
the county. In the center of a very fertile agri 
cultural and turpentine district 


ce WEST, Florida Read and advertise in 
A the Key West ADVERTISER, the only news 
yaper ever published in the most southern on 
im the U.S. Established 11 years. 8 fol. 
Only 90 miles from Hs avana, Cuba. J.T. Ball, 


‘ie ANRALS OF GY NEC OLOGY AND PEDI 
ATRY e only journal in New England de- 
voted to gy ~~ cology, obstetrics, abdominal sur 
gery and the diseases of children. wouroue 
a strongly established. $1.50 the year. 
ertising rates upon application. THE ANN AL S 
P UBLISHING CO., 148 Pearl St., Boston, Mass 


ae COOKING CLUB. a high-grade culinary 
monthly, makes the best possible periodical 

for clubbing for daily and wee kly papers—it’s a 

circulation builder for you. Let us send you 

sample and give prices. For bustling dailies we 

have an attractive money-making plan. Will he 

giad to teil you about it. THE COOKING CLUB, 
Goshen, In 


at 





_. 
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NLY 50c. 

list of 1 
Ker, York, Ne 

->RINTING CO., 15 Vandewater St 


((uE Wrightsville TELEGRAPH is the only all 
home print peveeapee published in the 


r line for each insertion in entire 
country papers, located mostly in 
ew Jersey and ——tTe - UNION 


eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every week. It carries 
eighteen to twenty columns of advertising. For 
rites address THE TELEGRAPH PUB. CO., 
Wrightsville, Pa. 

FFIDAVIT—I, E. P. Boyle, a of the 
4\ Houston WEEKLY TIMES, being duly sworn, 

y that the average number of on amod —- 
ue printed and ¢ sehen gr Mace seaaty 900, 
of the paper, has been 1 E. P. BOYLE, ‘Pub 
lisher. Subscribed and eoal to before me, this 
1lth day of January, 1901. 8S, E. TRACY, Notary 
Public in and for Harris County, Tex 


6 ee FREIE PRESSE, Wilmington, Del. 

only German newspaper—a daily 21 years in 
existence published in Delaware, and the only 
one between Philadelphia, Reading and Balti- 
more 

If you want to reacha good German trade, 
place your advertisement in the columns of 
tuis paper Resuits prove the value of the me- 
i rite for sample copies and advertising 











The 


figs best adv’g medium in Dodge County,Minn. 
the greatest ba image pa and dairy region 
in the State—is the DopGE COUNTY REPUBLICAN. 
Est. 1867. Through no other source can the well- 
to-do constituency of this paper be reached so 
economically as through the REPUBLICAN. All 
home print. The best equip ped country printing 
establishment in the state. The REPUBLICAN car- 
ries more ads, ata higher rate, than any paper 
in Dodge County—it re :ches the people. For rates 
and samples address B, A. SHAVER, publisher, 
son, Mi 
ADVERTISEMENT CONSTRUCTORS, 
| Pg 0. EDDY, Chicago. Marshall Field Bldg. 
Four retail ads, $1. 


RTHUR F. SWETT, Omaha Building, Chicago. 
F Mail order business only. 


y 7RITE me about my business-bringing ads 
H. L. GO DWI IN, ee 


\ 7M. WOODHOUS ., Trenton, N. J, writes 
advertising that a confidence 


YOPY for short circular, $2, cash with order 

JED SCARBORO, 557a Halsey St., Brooklyn. 
ody a mail order department. 
115 Des urborn St., Chicago. Ill 


STAILERS, add 
Dare July I will write 8&page booklet for 








GEO. R. CRAW, 
2. LOUIS O. EDDY, ‘Marshall Field Bidg., 
( Siew. 


‘IVE a midsummer = 
Let me write the ad 
LOUIS O. EDDY, Marshall Field Bldg., 
Chicago. 
|? you sell a medicine let me write your ads— 
that is my spec rs po ads for $2; 4 
page circular, $0. ERKINS, 33 Globe 
3ldg Boston. 
66 





ACK THE JINGLER’S ” best of fads 
is writing rhyming business ads, 
Of pith and point, for every use. 
His New York address is 10 Spruce. 


BARGAIN for storekeepers. Ten eye 
F business-bringing advertisements. to fit 
inch space, for #5 cash. Satisfaction guaranteed. 
STAR ADWRITERS, Star Bldg..\\ ashington, I 


AUNCHING a new business | Whether it will 
an ocean liner or a catboat seer de heir 
on_the advertising. Let us start you right. 
SNYDER & JOHNSON, Adve xtising Writers and 
Agents, Woman's Temple. Chicago 


D° you want a good ad of. your business, with- 
out any frills, a business bringer, ‘either 
rbyme or the plain kind ! ‘Then send us 50c, and 
data for one, or $1 for three business boosters, 
Money back if we don’t fill the bill. MORRISON, 
AD, Mankato, Minn 


I SEEK opportunities to mail samples of my 

work (prepaid. of course) to such as believe 

the very best obtainabie advertising matter — 
RA 





too rd aad them. Are you suchan one! FRAN- 
c's 1. MAULE, Co omme reial Literature, 402 San- 
som St., Philadelphia. 
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INK. 

M ILK Weed Cream a 
Notice illustration: 
Bennett Bidg.. New York 

OUR to eight original common sense ads writ- 





is our work. 
OULD CO., 





ten to sell goods at $5 to sg per month. ED- 
WIN S. KARNs, aii | EK. 42d St., Chicago. 
} ENRY FreRRIS, his (}F | mark, 


1049 Drexel Building, Philade)phia. 
Adwriter and designer, sometimes adviser If 
you simply want betier advertising, and don’t 
know how to get it, come and see me. If you 
know just what you want, write. 


\ TE offer irtellig« nt 





vice in writing and il- 

lustrating advertisements effective. weil 
written, nicely displayed ads Advertisements 
put in type and slestrotepes farnished. We do 
all or any desired part of this work. Price rea- 
sonable. GEORGE I. ROWEL! La O0., 10 Spruce 
St., New Yor 


D CONSTRUCTORS will find our book of 
4 ready-made advertisements of great assist- 
ance in the preparation of advertisements. The 
book contains over five hundred specimens of 
good advertising. any one of which may suggest 
an idea for your ad when you get stalled. Sent 
prepaid on receipt of price, $1. Address GEO. 
P. ROWELL & CoO.. 10 Spruce St., New York. 
ee |S worid gives its admiration, not to the 
man who does what nobody else attempts 
to do, but to the man who does best what multi- 
tudes do well.’ We write convincing advertis- 
ing and cee it ie if you like 
THE HEBER MACDONALD CO.. 
St. James Bidg.. New York, 
Phone 1748 Madison Sq. Eway & 26th st. 


A, DWRITERS and designers should use this 
3 column to increase their business. The 
price is only 2% cents a line, being the apest 
of any medium published. considering circula- 
tion and influence. PRINTERS’ INK has over one 
hundred imitators, yet PRINTERS’ INK covers all 
their territory besides its own chosen field. A 
number of the most successful adwriters have 
won fame and fortune through persistent use of 
this column. They began small and kept at it. 
You may do likewise. Address orders, FRINT 
ERS’ INK, 10 Spruce St., New York. 


anal 











° 











Editorial Office 
WESTERN CAMERA NOTES, 
13 SOUTH SEVENTH ST. 


Minneapolis, July 19, 1901. 
Gero. P. ROWELL & Co., 
PRINTERS’ INK, 

NEw YorK: ' 
Gentiemen—Kindly repeat our 
advertisement in the next issue of 
PRINTERS’ INK. Find the equiv 

alent for same herewith. 
Will say we were 
pletely surprised at the results of 
this 
still coming, and we have already 
done nearly $20 business from 
them. Will let 
total later when returns are all in. 


that com- 


advertisement. Repiies are 


you know the 


Yours truly, 


Western Camera Notes Pub. Co., 
C. F. POTTER, Jr. 











PRINTERS’ INK. 











You probably need some 
printing for your fall cam- 
paign in advertising. If you 
want good printing—-print- 
ing of advertising value— 
have it done here. We do 
good printing only, and the 
man who wants good print- 
ing ought to be willing to 
pay for it. Good printing— 
printing that will be remem- 
bered and preserved—is the 
cheapest kind after all. Our 
prices for printing booklets, 
folders, circulars and cards 
are eminently fair,and taking 
everything into consideration 
they are much cheaper than 
the prices you pay elsewhere 
for careless, commonplace 
work. 

How about a trial order? 


Printers’ Inx Press, 


10 Spruce St., 3 New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in advance. Six dollars a hundred. No back 
numbers 
(2 Being printed from plates, it is always pos- 
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A CORRESPONDENT of Short Sto- 
ries (New York) tells in the July 
issue what he desires us to believe 
occurred at a political meeting of 
an Irish club, gotten together to 
devise ways and means to display 
the patriotism and love of party 


of the members: 

He expressed himself in all the flow- 
ers- of speech at his command as to the 
advantages of a “tarchlight precission’ 
for letting their “light shine,’”’ and 
stated that the club, if it be their senti- 
ment to have a “tarchlight precission, 
should have “the bist tarches, the bist 
flags, the bist dicorations of iny yit. 
And furthermore, Mister Chairman,’ 
said he, “I hereby ricommind a tarch- 
light precission and also I ricommind 
we have the bist tarches, and if iny of 
you gintlemin do not know the bist 
tarches I would say, Mr. Chairman, 
and gintlemin, that I have read in the 
paper that ‘Brown’s Bronschicul Tarch- 
es’ are the bist.” 


THE Philadelphia Record on 
Junetst last celebrated its twenty- 
fourth anniversary as a penny pa- 
per by issuing a 32-page number, 
now produced i in a handsome min- 
iature edition, five by six and one- 
quarter inches in size. It is in 
booklet form with cover engrav- 
ings in colors. The front cover is 
a picture of the yacht, America, 
winner of the Queens Cup at 
Cowes, Isle of Wight, August 21, 
1851. The Record was the pioneer 
penny newspaper in the United 
States and has ever been a monu- 
ment of journalistic enterprise of 
a legitimate character. To-day i 
has a circulation on which the sun 
never sets. In almost every 
quarter of the habitable globe 
where the English language is 
spoken it may be found. 


THE Shoe and Leather Gazette 
(St. Louis, Mo.) of recent date 
asks merchants who compete with 
mail order houses that issue ‘“‘pa- 
pers” going through the mail at 
second class rate to make the 
following comparisons: 

a retail! merchant wants to know 
on what terms he is competing with 
these houses, in the matter of sending 
out advertising, he can get a clear idea 
by weighing out a pound of his own 
mail circulars, put up in envelopes ready 
to send, Then let him count the 
stamps it would take to mail them, 
and he will see what he has to pay 
for service which the mail-order house 
gets tor one cent. 


AN advertising agent writes to 
PRINTERS’ INK as follows: 

Through a letter received on Satur- 
day from Frank A. Munsey, I learn 
that it is his policy to allow agents’ 
commissions to any “individual adver- 
tiser who maintains his own advertis- 
ing agency and does not make use of 
outside advertising agencies.” A free 
translation of this would be that an ad- 
vertiser who chooses to terminate his 
contract with his agent may have the 
Munsey commission for himself. 

Personally, I have always contended 
that agents’ compensation should come 
from the advertiser and not from the 
publisher, so on that point I have no 
difference of opinion with Mr. Munsey. 

However, I do believe that when a 
publisher, by specific written agreement, 
establishes a rate which the agent must 
not cut in any way, with a fixed com- 
mission which the agent is required to 
keep for himself, that publisher is in 
all honesty and fairness, bound to rigid- 
ly maintain that rate to advertisers. 


IN a recent number of the New 
York Evening Journal, a corres- 
pondent essays to show how much 
an obstruction a “sandwich man” 
may become in a big city: 

These things were a nuisance at all 
times, but were especially so during the 
recent heated term. The writer counted 
at one time no less than ten of these 
banners moving along the one_ block 
in front of the Astor House. People 
who had risked death to go out in the 
hot sun had to steer around the carriers 
of these nuisances, thereby prolonging 
their torture and risk. In some cases 
ladies leading children by the hand were 
separated by the carriers, who pursue a 
beaten path along the sidewalk, and 
make every one else turn out when 
meeting them coming, or go around 
when following them. 

Is there a license for this business? 
If so, who gets the money, and who 
has a right to lease the sidewalks for 
such purposes? If not, why are a few 
men allowed to thus advertise their 
business at the inconvenience of the 
many? It is not a business proposi- 
tion, is unfair to those who advertise 
in a legitimate way, and is a relic of 
hygone days which should be removed. 
Our sidewalks are too congested these 
days to longer permit this nuisance. 
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Harp writing maketh 
reading in the ad. 


easy 


AN advertisement not often met: 

Wanted—Good plain cook; a cook 
leaving her situation to be married, 
and whose mistress requires another, 
can thoroughly recommend the situa- 
tion as good and comfortable; town 
and country; age about twenty- five to 
thirty; two in family; wages £26. Ap- 
ply by letter, stating all particulars, to 
Mrs. T., Morning Post office, Strand, 
W. C. 








ADVERTISING preparations for the 
St. Louis Exposition have been begun 
already. In the Union Station of 
that city trunks that pass through are 
to be labeled “ World’s Fair, 1903, St. 
Louis, U. S. A.,” to the extent of 
three thousand per day. Another lit- 
tle scheme indulged in by local hotels, 
says one of PRINTERS’ INK’s corre- 
spondents, is to have “St. Louis, 
1903,” on top 
memory stimulant for the traveler that 
if he comes back two years afterward 
he will see much more. 








“ARE you the man with the 
$100?”’ was tried in Chicago’s 
streets by Siegel, Cooper and Co. 
at the noon hour a fortnight or so 
ago. The condition was that the 
questioner should have in hand 
a copy of the novel “Graustark” 
recently published by Herbert S. 
Stone & Co. The price of the 
book at Siegel’s, ninety cents, ef- 
fectually barred a large contingent. 
Various practical jokes were play- 


ed. Thus a number of men 
answered in the affirmative and 
handed forth confederate bills; 


another took the names and ad- 
dresses (one of the conditions) 
before replying in the negative; 
otners would start an animated 
discussion in order to draw a 
crowd. The man with the money 
came around ten minutes before 
the end of the time allotted. He 
proceeded vigorously to ask the 
question and had gone about fifty 
feet when a school boy repeated it 
to him and secured the prize. 
“Advertising schemes” like this 
give one an interesting idea into 
American cupidity and vulgarity. 
We were wont to believe that oniy 
Britain’s population could be in- 
fluenced by such methods; but evi- 
dently the blight of degeneracy in 
this regard has settled in our own 
midst. 


To reach—not to overreach— 
should be the object of adver- 
tising. 





Herald on a 
dark green card of fifteen and 
three-quarters by eleven and three- 
quarters inches shows miniature 
photo-engravings of the summer 
advertisement resort pages of 
various Baltimore dailies for June 
26th. The Herald leads with 
seven columns, the American fol- 
lows with less than three, the Sun 
with one and one-half and the 
News ends up with less than a 
single column. On the whole the 
card appears pretty good adver- 
tising for the paper. 


THE Baltimore 





In its July twentv-first issue the 
Young People’s Weekly printed 
an extended articie on “Why Ad- 
vertising is Given Snace in Re- 
ligious Papers.” The publishers 
of the Weekly acknowledge the 
fact that they secure revenue 
thereby, but they ask whether a 
preacher ceases to preach goodly 
sermons because he is given a 
salary for his labor. In addition 
the query is put forth whether it 
is not doing distinctly good in 
the world to bring together those 
who desire certam articles and 
others who have them for sale. 
The discussion, however academic, 
is interesting enough. It ends 
with the paragraph below: 

The higher the aims of a paper, the 
higher is the estimate placea upon the 
value to its readers of a rightly con- 
fee advertising department, and the 
more strenuous is the effort made to 
allow only worthy announcements to 
appear. And the guardians of youth 
should bear in mind that it is better to 
lay upon the library table advertise- 
ments provided by a reliable paper for 
their young people, than to leave them 
to forage for themselves in advertis- 
ing sheets printed by unreliable firms 
who have only moneyed interests at 
stake. There has come to us knowledge 
of more than one boy who was led to 
take interest in a paper he had ignored, 
and in which his parents had sought 
patiently to interest him, simply by see- 
ing the advertisement of a jackknife 
that he had long coveted but canoe 
beyond his means, but which he now 
found within the ay of his purse. 
When a youth is brought to_ believe 
that a paper is bearing in mind his own 
personal needs, and_ is_ seeking to 
answer to them even in trivial matters, 
he learns in time to watch for that pa- 
per as for the coming of a friend, and 
thus may be opened a door to wider 
opportunities for his betterment. 
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IN the Keokuk (Ia.) Daily 
Constitution-Demecrat about two- 
thirds of a column are usually 
devoted to one and two-inch an- 
nouncements of family physicians 
and of lawyers, there being about 
an equal number of each. Per- 
haps this is the enterine wedge 
that will eventually make adver- 
tisers of the two most prominent 
professions. 


THE third annual edition of McKit- 
trick’s Directory of Advertisers (1g901I- 
“1902) has just been issued in New 
York. It gives 8,000 names of the 
most prominent advertisers in the 
United States, embracing forty-eight 
of the principal cities in seventeen 
States. The information includes the 
name of the advertiser, his address, 
his business, the class media he is us- 
ing and his advertising manager and 
agent. In the preface attention is 
called to the value the book has for 
solicitors of advertising in informing 
them as to the man to be seen, the 
media he is using, etc. A cross-index 
gives the names of articles, so that if 
a man knows the name “Sapolio” 
and not the manufacturers, he is re- 
ferred by the index to Enoch Mor- 
gan’s Sons. Fifteen dollars for the 
quantity of facts given is a price that 
the book is worth to any one to whom 
itis of any value at all. 


bce San 
SHOE ADVERTISEMENTS. 

ALLENTOWN, Pa., July 18, rgot. 
Editor of Printers’ INK: 

Will you tell us where to secure a 
copy of a magazine devoted to shoe 
advertising. Yours 

M. A. Haas & Son. 

There is no magazine devoted 
to shoe advertising. Such an- 
nouncements are, however, often 
found in Printers’ INK’s depart- 
ment of Ready-Made Advertise- 
ments. Many ‘of these ready- 
mades, though not made for shoes, 
may be readily so adapted by 
changing a few words. Syfert & 
Co., 48 Fifty-ninth street, Co- 
lumbus, O., issue a book of 
one hundred shoe ads, :t two dol- 
lars for the whole collection. The 
book “Ready-Made Advertise- 


ments,” issued by Geo. P. Rowell 
& Co., New York, price one dollar, 
may also be of use to you. although 
but a few of the announcements 
are devoted 
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to shoes.—[EbIToR 





PRINTERS’ INK. 





CONTINUITY. 


Ingratitude to the genie of ad- 
vertising who has made fortune 
smile upon them is the character- 
istic of many advertisers. A house 
starts out and all the “lookers-on 
in Venice” are made to know what 
the advertised thing is, what it is 
for, or what it does. A big sale 
and demand are created. The 
house putting out the goods be- 
comes rich and prosperous. It is 
known; people come to it. It 
imagines that its shadow will nev- 
er grow less. Then it deserts the 
advertising which has raised it to 
its eminence. 

For a time it does go along all 
right. People call for the goods 
and the big sale continues, But 
in the course of years some enter- 
prising fellow with brains and a 
desire for more coin of the realm 
happens along and wonders quiet- 
ly what has become of this afore- 
said manufacturer and his once 
widely emblazoned product. “Still 
existing.” the grocer or druggist 
says. “But not advertising?” No, 
there is no more advertising. The 
sale, of course, is continuing. 

Here is a chance. The new fel- 
low starts out with a new product 
intended to serve a similar pur- 
pose—soap. maybe, or coffee. He 
advertises far and wide: his sales 
increase, and then suddenly the 
other peonle awake to the fact that 
new pronhets have arisen and they 
are nowhere. 

Such was the exnerience of Bab- 
hitt. That house frankly admitted 
it. Old houses must advertise, 
not so much to gain new business 
as to ward off comnetition. Com- 
petition is fierce (not in the slang 
sense) these times. and it is neces- 
sarv to keep un the noise to pre- 
vent newcomers from “scanting 
you of your sizings.”—Advisor. 

a. oe 

WHEN a man comes into your 
store to look at an overcoat you 
instinctively turn back the linings 
of the garment and show him how 
honestly the seams are sewed. 
These little details make preciselv 
the same good impression in an 
ad, and are worth a peck of beau- 
tiful generalities. 
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A CIRCE IN OSHKOSH. 


A New York advertisement 
writer, not very long ago, issued 
a prospectus calculated to induce 
readers to invest ii a patent medi- 
cine enterprise. It was so good 
that PRINTERS’ INK gave it space 
as a specimen of an alluring prop- 
osition. It probably influenced 
the production of the similar pros- 
pectus that here follows, which 
the Little Schoolmaster regards as 
one of the most attractive appeals 
he has ever perused. 

OsukosH, Wis., July 16, 
Editor of Printers’ INK: 

Herewith we hand you a prospectus 
issued by the Penn Drug Company of 
Oshkosh, Wis. 

The company offers 100,000 shares of 
its stock for sale at 20 cents per share. 
Nearly one-half the amount offered was 
taken in ten days from the date of mail- 
ing the prospectus. No personal solici- 
tation whatever was made. 

Subscriptions came from every part of 
the United States and in most every 
case from total strangers to those organ- 
izing the company. | 

How does this strike you as a matter 


190I, 


of cheap promotion? 

ihe prospectus was designed and 
written by an Oshkosh young man who 
has for years been an interested and 


appreciative reader of your publication. 
We are, with much respect, 
Yours truly, 
Epwarv M, CRANE, Pres. 
Penn Drug Company. 
PROSPECTUS. 
cobwebs of antiquity sur- 
“Wealth is the canker 
most of us keep 
corner 


Though 
round the saying 
that destroys nations,” 
pretty well occupied trying to 
the canker. 

Wealth may destroy nations, but we’re 
all anxious to be “in at the death.” 

It’s the alluring reward of all human 
endeavor and no one is enough of a 
patriot to abandon the chase for the 
sake of saving the nation. 

Roads to wealth are narrowing every 
day. Large interest bearing invest- 
ments are getting mighty scarce. 

Three or four per cent doesn't quite 
fit the American temperament, and 
under the changing financial conditions 
we are developing into a race of specu- 
lators. 

And waste of 
about the 
the prop- 
for the 


right here, without 
words and without beating 
bush, we want to say that 
osition herein stated is solely 
speculator. 

It isn’t a 
prospect. 

If you are still satisfied with invest- 
ments bearing small interest, these 
pages will be as dry as Sahara, but if 
there’s just a wee bit of the spirit of 
sneculation lurking in your system, 
they'll disclose an opportunity to let it 


sure thing. It’s a big 


run riot in a channel crowded with 
possibilities of profit. 
Ve don’t promise that a few hun- 


dred invested in the scheme is going to 
enable you to out-library Mr. Carnegie 
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or match the munificence of Mr. Rocke- 
feller. 

Wall street literature enjoys an ex- 
clusive privilege in the painting of such 
rainbows. 

But we honestly believe it will put 
any ten per cent proposition out of the 
running. 

THE STORY IS THIS: 

Something over a year ago, Mr. Ed- 
ward M. Crane, General Manager of 
The Thompson Carriage Co., of Osh- 
kosh, Wisconsin, submitted to Mr. 
Charles A. Wakeman, a druggist and 
chemist of the same citv, a medical 
formula which had been handed down 
in his family through generations from 
Dr. Calvin Crane, an eminent Quaker 
physician and scientist. Upon exami- 
nation, Mr Wakeman concurred in the 
opinion that it was a rare and excel- 
lent combination of drugs. He at once 
set out to prepare the compound for 
experiment, and clinical tests which fol- 
lowed assured him that its curative pow- 
er was as comprehensive as it was 
quick and wonderful. 

A score of cases, including 
troubles, kidney diseases, stomach dis- 
orders, indigestion, constipation and 
kindred ailments, were treated gratis 
under Mr. Wakeman’s personal obser- 
vation. In every case there was the 
same result—early and permanent cure. 

Mr. Crane and Mr. Wakeman, 
prompted by a growing determination 
to put the prescription on the market 
as a patent medicine, submitted the 
formula to one of the leading physi- 
cians of Oshkosh, and to expert chem- 
ists at Chicago, Detroit and Philadel- 
phia. for criticism and advice. 

Their reports were full of unqualified 
praise, a few suggestions as to addition 
of ingredients approved by modern 


liver 


medical science being made and ac- 
cepted. 

With this encouragement Mr. Crane 
and Mr. Wakeman began to investigate 


the prospect of success awaiting a gen- 
uinely meritorious medicine of this 
character. They visited the large phar- 
maceutical laboratories. hey met and 
personally discussed plans with profes- 
sional chemists and successful medicine 
men. The virtue of the remedy, its 
name, the best form in which to pre- 
pare it, the style of package—these, and 
a hundred essential details calculated to 
insure a perfect plan of procedure, were 
gone over thoroughly. The name 
Quaker Tonic, was chosen from among 
hundreds suggested. 

People who think there’s a whole lot 
in a name should be pretty well satis- 
fied with that one. 

For some years the public has mani- 
fested a disposition to avoid dosing with 
liquid nostrums, and to be strongly in- 
clined to the taking of medicines in 
tablet form. It was therefore decided 
that Quaker Tonic should be prepared 
in chocolate-coated tablets—each tablet 
a dose. 


A quantity of the tablets were at 
once manufactured. 

New York firm manufacturing 
lithographed tin submitted the suc- 
cessful design for the box—a_hand- 
some affair 2% inches long, 2 inches 
wide and 51-6 inches thick, artisti- 


cally lithographed in three colors. 
The convenience of this package has 
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important factor in_ intro- 


proved an c 
It just fits the 


ducing the medicine. 
vest pocket. 

After further exhaustive tests, con- 
tracts were closed with manufacturing 
chemists, box makers, printers and so 
on, and the tedious task of perfecting 
an advertising plan was taken up. 

Mr. Crane wrote a_ booklet about 
Quaker Tonic and went to New York 
to engage America’s foremost commer- 
cial artist in the illustration of it. 
Some people think it is a good booklet. 
He went to Chicago and closed news- 
paper contracts covering the principal 
cities of Wisconsin, Michigan, Illinois, 
Indiana and Iowa. He not only closed 
the contracts with the advertising 
agencies, but he stuck to them for 
weeks; every day in touch with their 
writers and artists, in the preparation 
of copy. 

ADVERTISING, ETC. 


Quaker Tonic advertising is now in 


271 newspapers. It has attracted _at- 
tention, compelled praise and excited 
business, from the farthest corners of 


this great country. 

This newspaper advertising has been 
running but a few months, only 300,- 
ooo of the booklets have been distri- 
buted, and but one traveler employed; 
and yet a good, lively and profitable 
business is established. 

Quaker Tonic is in the stock of every 
wholesale druggist in the territory en- 
tered. They buy it, and pay for it. 
They send for it, and keep sending for 
it. Nearly 2,000 druggists have it in 
stock. They buy it and pay for it. 
Their sales are increasing on it. 

A recent canvas of the trade in_Mil- 
waukee, Wi isconsin, found Quaker Tonic 
on sale in 114 out of a “total of 137 
drug stores. 

Now, all this preliminary work, cover- 
ing a period of more than a year, was 
done by Mr. Crane and Mr. Wakeman. 
Their brains and their dollars completed 
the plan and placed the business on a 
paying basis. 

Gray matter is an inexhaustible asset 
with these gentlemen, but as to their 
dollars it’s different. 

They put several thousand dollars 
from their private funds into the enter- 
prise, not with the idea that such _pit- 
tance would make them multi-million- 
aires or national advertisers, but with 
the hope of producing something so 
rich in prospect that it would attract 
capital, particularly capital possessing a 
spirit of adventure. 

They knew that avalanches are often 
started by the reverberations of a moun- 
tain horn. They sought to start an 
avalanche of wealth and be in position 
to jump squarely into its path. That’s 
all. 

They were making money, lots of it, 
but not in the big bunches that seemed 
insured in a wider field with a more 
extensive plan of advertising. 

It takes capital to buy advertising, 
and they -commenced to cast about for 
the sinews of war. Good advertising 
economically placed, is pretty sure to 
put dividends into the pocket of capi- 


tal. In the medicine business it has 
rarely failed. 
A STOCK COMPANY. 
And so Mr. Crane and Mr. Wake- 
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man interested friends and formed a 
stock company of $250,000, under the 
name Penn Drug Company. 

This name was chosen in honor of 
Wilham Penn, the distinguished Quaker 
of‘ enduring fame. 

Incorporation was made under the 
laws ot West Virginia, the laws govern- 


ing corporations in that State - being 
favorable to both the corporation and 
the individual stockholder. 


The stock is issued in 250,000 shares 
with a par value of $1.00 each. 

All stock is issued as common stock, 
full paid and non-assessable. 

Forty thousand shares of the stock 
were issued to each of the founders 
(Mr. Crane and Mr. Wakeman) in ex- 
change for their plant, office furniture 
and fixtures, boxes, tablets, machines, 
formulas, copyrights, trade-marks, and 
the good will of their business. 

Balance of this stock is treasury 
stock, to be offered for sale at the 
discretion of the board of directors. 

Dividends will be applied to the stock 
sold, unsold stock not sharing dividends. 


OFFICERS: 

The company is officered as follows: 
President, Edward M. Crane; Vice- 
President, J. Howard Jenkins; Secre- 
tary and Treasurer, Charles A. Wake- 
man. 

BOARD OF DIRECTORS: 


Edward M. Crane, Manager Thomp- 


son Carriage Co., Oshkosh, Wis.; J. H. 
Jenkins, P resident German National 
Bank, Oshkosh, Wis.; Charles A. Wake- 


man, Druggist, Oshkosh, Wis.; Leander 
Choate, President Commercial National 
Bank, Oshkosh, Wis.; J. H. Davidson, 
Member of Congress, Sixth District, 
Wisconsin. 

These men are not chasers of chimeri- 
cal schemes. They are successful men 
interested in the success of a new com- 


pany, and their probity guarantees 
every stockholder equitable considera- 
tion. 

The board of directors has con- 
cluded to put on the market, as a first 


series, 100,000 shares of the company’s 
stock, at 20 cents a share. 

With the fund thus realized it is esti- 
mated that a good, complete and 
thorough campaign of advertising can 
be maintained in about five adjacent 
States for at least a couple of years. 

It is expected that by that time the 


business will not only be able to take 
care of itself, but that it. will be ex- 
panding through its own impetus, and 


paying dividends as well. 

It is possible that the board of di- 
rectors may put further blocks of the 
stock on the market at a future date. 

Subsequent issues would, of course, 
be held at a higher price 

fr. Wakeman is to be the active man 
in the business, and its general manag- 
er. He has had a long and successful 
experience in the drug trade. He be- 
lieves that Quaker Tonic is booked for 
immediate and extensive success. He 
has never known of a remedy that 
compares with it in curative power. 

His heart and soul are in the busi- 
ness. He is skilled in the art of push- 
ing things to public notice. 


He has more than a local reputation 
as an originator of good 
He knows the value of printers’ 


advertising. 
ink, 
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but is in no sense a “plunger” in its 
use 

He knows when and where to buy ad- 
vertising. Ie knows how to get it at 
the 1 price. 

Mr. Wakeman will be the watch-dog 
of the company’s treasury. He _ has 
always had the solvency habit. He is 
a conservative man and will never let 
go of one of the company’s dollars 
until assured that it’s going to come 
home followed by a brood of other 
people’s money. 

Quaker Tonic is put up in 50 cent 
packages. People are not trusting life 
ind health to _ five-cent cure-alls so 
nuch as they did a couple of years ago. 


‘he higher price lends added con- 
fidence. 

ABOUT PROFITS. 

Costly ingredients make Quaker Tonic 
tablets about the most expensive ever 
tame Mvwcnees § and yet treatment with 
them costs but 5 cents a day. 

The ingredients are costly but we'll 


e., traditions of 
medicine won’t be de- 
prived of any prestige in this case. 
To illustrate the advantage of a 
tablet over a liquid medicine, as a busi- 


let you into a secret: i. 
profit in patent 


ness proposition, we want to show the 
result of a friendly comparison which 
Mr. Wakeman recently made with an 


acquaintance in Indianapolis who mark- 
ets a liquid remedy. 

In one day at the 
liquid product, two 
shipment just $80 


laboratory of the 
men prepared for 
worth of medicine. 
Wages $4.50. In one day, at Penn 
Drug Company’s laboratory, one man 
prepared for shipment $163.20 worth of 
Quaker Tonic. Wages 
A drayman was paid a 








dollar to take 


the liquid to the depot. An _ express 
messenger took the Quaker Tonic away 
under his arm. 

Both shipments went to Chicago. 


The liquid went on a freight train 


at a cost of $4.26. 

The Quaker Tonic traveled on a pas- 

senger for $1.15 
MONEY IN THE BUSINESS. 

No argument is needed to convince 
people that there’s money in the pat- 
ent medicine business. 

The Sterling Remedy Co., of Attica, 
Ind., owners o “Cascarets,” count 
their profits in millions. 

The Peruna Medicine Co., of Co- 


lumbus, ©O., ship an average of five 
carloads of its liquid remedy every day. 


One carload of Quaker Tonic would 
net a profit of about $15,000. 

F. A. Stuart, of Marshall, Mich., 
was backed by his friends to the extent 
of $20,000 when he commenced adver- 
tising his dyspepsia tablet. Just as the 
last dollar of that fund was spent, his 


ship came in on a tidal wave of wealth. 
Prof. Munyon’s remedies were started 
but a few years ago; last year Mr. Mun- 


away half a million dollars in charity 
every year. 

Carter’s Little Liver Pills opened the 
door of the millionaire’s club for Mr. 
Brent Good. 

The Lydia Pinkham Compound has 
made all of its owners rich beyond the 
dreams of avarice. 

The Dr. Shoop Medicine Co., of 
Wis., has filled its stockholders’ 
pockets , with gold. Postoffice records 
show that Dr. Shoop paid the Racine 
postmaster over $187,000 last year for 
one-cent postage stamps. 

Omega Oil, owned by New York capi- 
talists, is less than three years old, yet 
the company will spend $450,000 of its 
earnings in advertising this year. 

Ten years ago Senator Fulford was 
introducing Pink Pills in Canada. Mr. 
W. T. Hanson, of Schenectady, New 


Racine, 


York, paid him $100,000 for one-half 
interest in the United States business, 
and to-day their growing wealth is 


manifested in their benefactions. 
“Laxakola” is a recent and notable 
success. A ew years ago Charles 
Austin Bates, the advertising expert of 
‘few York, joined forces with S. M. 
Crombie, of Milwaukee, who owned the 
formula. Mail will reach either gentle- 


man at Palm Beach or Narragansett, 
according to season. 

Dozens of other medicine concerns 
might be mentioned, that are more or 


less industrious in devising ways and 
means to keep their surplus out from 
under foot. 

Many patent medicines which you 
never even heard of have builded for- 
tunes while working in limited fields. 

PROSPECTS, 

Penn Drug Co. believes that in 
or two those investing in this 
will be getting dividends of 
20 per cent, and that 50 per 
in annual dividends, 
little later. 

men who have met 
zular lines of trade, have 
enjoyed easy aaiee in their declining 
years, through the agency of early in- 
vestment in such stock as this. 

Bankers, weary of the eternal grind 
of 6 per cent, will find exhilarating 
diversion in watching an investment of 
this kind. 

Many people of smaller means, who 
are inclined to be venturesome, will 
prefer a fifty per cent prospect to a 
three per cent savings bank. 

“All’s to be feared where all is to 
be gained,” and so the company doesn’t 
say that it has a certainty of success. 
It admits that failure is everlastingly 
in the category of possibilities. It con- 
tends that the magnitude of the pros- 
pect in this case is what justifies in- 
vestment, and that in the event of 
failure it will also disarm the con- 
tumely of I-told-you-so friends. 

The company only promises investors 


The 
a year 
series 
from 15 to 
cent or upwards, in 
may be expected a 

Many business 
reverses in reg 











yon invested a quarter of a million dol- that its affairs shall be managed with 

lars in Philadelphia real estate, and caution and rigid economy. 

gave $2,000,000 to the same city for an Those interested will be furnished 

orphan asylum. any further information desired, if 
The two sons of Mrs. Ayer are said they will apply by letter or call at the 

to get $1,000,000 a year each, as their Otnce and laboratory, 178-180 Main st., 

share of the profits on Ayer’s Sarsa- Oshkosh, Wis. Respectfully, 

parilla and pills. -9ENN DruG CoMPANY. 

_ The owners of Swamp Root, which § Se 

is made at Binghamton, N. Y., give JA Is simplicity lies strength. 
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VERM ONT. 


The American News- 
paper Directory stands, 
as it has always stood, 
the first and best of 
newspaper directories--- 
the only one which can- 
not be ignored, the only 
one which every adver- 
tiser must have. No 
other can take its place; 
no other is needed.--- 


“Fosepb Auld, in the Bur- 
lington (Vit.) News of “fuly 
3. 1590. 











PRINTERS’ INK. 31 













Business achievements and financial 
prosperity are more and more reduced 
to almost a mathematical certainty 
through a system of dependable infor- 
mation about all the principal factors 
entering a mercantile enterprise. For 
this reason firms are anxious to em- 
ploy expert service at almost any cost. 
The American Newspaper Directory, 
published for thirty-three years by 
Geo. P. Rowell & Co., 10 Spruce street, 
New York, renders to American ad- 
vertisers an expert service which could 
not be bought elsewhere at any price. 
The Directory costs but five dollars 
per issue, a price which is plainly nom- 
inal. Every quarterly issue is a com- 
plete unit, 
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EXPERIENCES WITH _ THE 
FOLLOW-UP SYSTEM. 





A gentleman who is advertising 
in weekly papers an article for 
men, once told me that he got a 
great many inquiries, but no sales. 
I asked him to save his mail for 
two days and called on him and 
carefully examined it. There are 
probably fifty letters altogether, 
about 25 per cent of them being 
postal cards, another 25 per cent 
being simply straightforward re- 
quests for free circular, but in the 
remaining there were little indica- 
tions of the character of the people 
who wrote the letters. One letter, 
particularly, was from a woman 
whose husband was an old soldier. 
She wrote three full pages, ex- 
plaining what a good man her hus- 
band was; how hard he _ had 
worked and how anxious she was 
that he should be happy and com- 
fortable. I asked the advertiser 
what he did when he got a letter 
like that, and he said he simply 
sent a circular, and I told him that 
he was losing an opportunity, that 
the fact that that woman wrote 
those three pages showed that the 
one thing uppermest in her mind 
was her love for her husband and 
her desire to minister to his com- 
fort, and if I was answering that 


letter I would take the time to 
write her that misfortune was 
something that existed every- 


where; there was no human being 
that could be perfectly happy and, 
while her husband appeared to 
have been more than ordinarily 
unfortunate, it was evident that he 
possessed one very rare treasure, 
and that was a devoted and con- 
siderate wife. 

So we went on through the list 


and found many _ opportunities 
whereby a little expression of 
sympathy or a little expression 


that would make the recipient feel 
that his or her letter had been 
singled out, could be made with 
very little. trouble and a loyal 
friend secured thereby. 

I know of one advertiser who 
receives a hundred thousand letters 
a day. He has carefully saved 
paragraphs from letters that he 
has dictated, each one covering 
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a point which is brought up in his 


correspondence freauentlv. 
He has these classified and 
numbered, and he advised me the 


other day that one of his men 
answered over 500 letters in one 
day, all of them running from one 
to two pages, by simply placing 
at the bottom of each letter he re- 
ceived a series of numbers which 
indicated that these paragraphs 
were to be used in answering it 
This advertiser claims—and his 
business seems to substantiate the 
theory—the letters answered in 
this way are better answered than 
if individually dictated, because 
every point is clearly and definitely 
covered. There is no question 
about the meaning of each para- 
graph used because it has been 
previously tested, and a clear, 
definite answer to an inquiry, with 


some definite suggestions as to 

what should be done, is the best 

way to answer any kind of a 

letter— J. L. Mahin, in System. 
GOOD! 

Adwriters; be ad-readers. Read as 

many advertisements as you _ possibly 


can-——newspaper or magazine advertise- 
ments; study them; compare them, and 
comment on them in your note-book. 
This observation will do you a world of 
good. You should subscribe for large 
city dailies and not confine your collec- 
tion locally. Familiarize yourself with 
the names of successful advertisers, 
their style and their methods. It will 
enable you to speak intelligently when 
any special mention is made; it also 
credits you with being ‘‘a_ well-posted 
ad-man.” It will pay you to cultivate 
the acquaintance of newspaper men, ad- 
men and printers; their ideas, their 
views and their experience should be a 
source of - ces and profit to you. 
—Ad-School. 





Lighé& is che 
cheapest good 
thing in Cleveland 
yY—cheaper than 

water—next to air. 

You can have it 
wherever you want 
ity at least, we haven’t found 
many places that we couldn’t 
pour it in by the roomful.’ 
CLEVFLAND W1nDow GLassCo: 


Ss doors pa 
South of A.-~4 patnta 


LIGHT ON LIGHT. 
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SOME FIGURES. 





The average business man be- 
lieves in sending out 5,000 to 25,- 
ooo circular letters now and again. 
He calls it cheap advertising. Is 
it? Let’s see: 10,000 circulars or 
circular letters mailed one time at 
one cent each cost $100 for post- 
age alone. If they are imitation 
typewriter print with each name 
written in to fool and entice psc 


recipient they will cost fully $50. 
The envelopes for mailing them 
will cost $25 more if they are of 


good quality. That means a total 
cost of $175 at the lowest to get 
these circular letters into the 
mails as circulars. If the decep- 
tion is carried to the limit, a two- 
cent stamp must be put on to rob 
the affair of its circular character. 
That means $200 instead of $100 
for postage, or a total cost of $275 
to post 10,000 imitation typewrit- 
ten letters at one mailing. To 
this must be added the office boy 
or cost of addressing them. 

Well, they go forth. How 
many of them find the waste bas- 
ket without being read? How 
many are only seen by mail 
opening clerk only? 

A good trade paper will carry a 
full page ad one time to 10,000 
subscribers and the thousands of 


the 


others who borrow and read it. 
That costs $60 to $75. What a 
difference. 
Now book-keep it: 
Circulars, 10,000, sent as let- 
ters at one mailing........$275 


Trade paper, full page to I0-, 
000 interested subscribers. . 
Difference in favor of trade 
paper ... - 200 
Yet men willingly ‘eat ‘up “their 
substance in circulars and growl 
at the economical and better medi- 
um, the respected trade paper. 
The great business concerns ad- 
vertise. They do not waste mon- 
ey on circulars and letters which 
are not seen. 
Wanamaker, Macy, 
Cooper. Ehrich, Hearn, Simpson, 
Crawford & Simpson, Adams 
3ros. and other great New York 
department stores advertise. They 


Siegel- 


do not fill your mails and mail 
boxes with circular letters. It is 
the small fellow who thinks he 
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has found a cheap method who 
uses the circular letter—National 
Provisioner, 
os 
ADVERTISING ART. 


From the day when the first business 


enterprise was started to the present 
hour the necessity of advertising has 
been apparent to the tradesman and 
merchant. The earliest form may be 
called the personal, where the trades- 
man prosecuted his vocation on the 
street or highway in full view of the 


passersby. This form is continued to 
the present by tinkers, scissor grinders, 








and, in a slightly modified form, by 
laundries, which exhibit an attractive 
operative at the windows, putting the 


finishing touches on especially fine work. 


The next idea was the symbolic, 
where the occupation was carried on 
under cover, and a sign at the door in- 


dicated its nature, as a boot for the 
cobbler, and a hat for the hatter. Such 
is the tenacity of custom that this mode 
of advertising is still in use. 

The art of printing, however, made 
possible an entirely new means of 
bringing the products of skill and in- 
dustry to the notice of the public; and 
from that time began the era of adver- 
tising in the present sense of the word, 
though for a long period after that in- 
vention it was customary for appren- 
tices to stand at the door and cry out 
to passengers the wares for sale within 

precursors of the ‘“barkers’” and 
‘pullers-in” of to-day in certain dis- 
tricts. 

With the establishment of newspa- 
pers came the announcement of mer- 
chants and others, calling attention to 
their commodities and soliciting patron- 
age. So long as the population of the 
world was largely rural, and competi- 
tion comparatively slight, a plainly 
worked announcement was all that 
seemed necessary. Orthography and 
syntax were lost sight of in the desire 
to enumerate as many articles as possi- 
ble in the small space afforded by the 
diminutive journals of our fathers. But 
with the rapidly increasing urban popu- 
lation, the specialization of business en- 
terprise, and again with the establish- 
ment of the department store and the 
evolution of the  fifty-or-more-page 
newspaper, came the present style of 
newspaper advertising with its special- 
ist, the adwriter.—Newspaper Maker 





oe 
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AS 

“That advertisement of yours was a 
fake,’ protested the disgusted guest. 

“How so?” demanded the proprietor 
of the mountain hotel. 

“Well, it said ‘trout are always to be 
caught here,’ and I haven’t seen any 
one who’s caught a single one. 

“Well, then, they are still ‘to be 
caught,’ aren't’ they ?””—Catholic Stand- 


ard and Times. 


+o+—_—_——_ 
WHY SO MANY BARGAINS, THEN? 
Most people would rather pay uni- 
formly good prices for uniformly good 
goods than to get a rare bargain once 
in a while and be suspicious of being 
charged too much the rest of the time. 
—Cincinnati (O.) Tribune. 





34 
FIGHTING MAIL ORDER TRADE. 


The following interesting statements 
were made by Mr. W. E. Foshier (ac- 
cording to the Chicago Dry Goods Re- 


porter) before a recent convention of 
lowa business men: 

Now, my hearers, the writer is a 
close student of the catalogues issued 


by the principal mail order houses, and 
if you go over them carefully you will 
find articles by the hundred that you 
can undersell them on and at a good 
profit. It is not the staples that they 
make their money on, which as a rule 
are sold very close to the price which 
we pay for them. They go on the the- 
ory that if they catch a customer on 
the staples, which are sold close, they 
will catch him with something at the 
same time with a good margin in it. 
Now in order to compete with this 
class of trade we must use the same 


guns and the same kind of ammunition | 


use and it will be effective. 
It has proven so in the case of the 
writer. The first advertisement I wrote, 
going after the catalogue trade, I went 
through their catalogue and picked out 
twenty-five different articles in the line 
of staples; I gave the name and num- 
ber (current issue) of the catalogue; 
gave the page of the catalogue where 
the article was described; gave their 
price and ours in parallel columns, and 
we could easily beat them on every ar- 
ticle in addition to the advantage of 
freights, and we heard from this ad- 
vertisement for miles and miles around. 
-_ - 


IN CHICAGO. 
Your Chicago 


that they 


advertisers seek, first, 


appearance of their ads; second, they 
use attractive cuts, cither of the goads 
they are exploiting or as eye-catchers, 


and then prominently display price. It 


is a frequent occurrence to see a suit 
advertised with a cut on one side, say 
a column wide and 150 lines deep, and 


to use figures for price offerings of 
over 48-point type. The very figures 
challenge your attention. The cuts are 
examples of artistic skill.—Shoe and 


Leather Facts. 





ARRANGED BY STATES. 


Advertisements under this head 
each time. By the year #26a 
other than 2-line initial letter. 
in one week in advance. 


ALABAMA. 


HE EAGLE, semi-monthly 4 pages. Send for 
rates. A. R. DAVISON, pub., Kempsville, Ala. 


PRACTICAL WEATHER. Published once a 
month. Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and _ reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific principles as those of our 
National Weather Bureau’s. [t also publishes 
interesting articles on the philosophy of the 
weather. 

PRACTICAL WEATHER circulates in every State, 
also Canada and Mexico and our new possessions. 
it also goes to India, Australia,and nearly all the 
countries in Europe. It has some of the best in- 
telligence of the world among its subscribers, 
representing almost every profession, trade and 
calling. It is truly cosmopolitan and an Al 
advertising medium for this and foreign coun 
tries. Rates for advertising furnished on = 
cation. Address PRACTICAL WEATHER I 





50 cents a line 
ine. No display 
Must be handed 











LISHING CO., Montgomery, Ala. 
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ILLINOIS. 





NAL OF THE SCIENCE OF OSTEO- 
DR. J. M. LITTLEJOHN, President 

of Osteopathic Medicine and Sur- 
1 Warren Ave., Chicago, IIL. 


KENTUCKY. 


i HE Princeton (Ky.) CHRONICLE circulates 1,800 
copies weekly in the tobacco belt. 


he JOU 
PATHY. 

Am. Colleg« 

gery, editor. 











MAINE. 


HE Rockland (Me) DatLy Stak is the only 

daily in Knox ana Lincoln Counties. “Ad 

vertisers get best and quickest results from the 
daily paper. 





MASSACHUSETTS. 


liar ~ Lowell, Mass., TELEGRAM is the only 

Sunday paper published in Middlesex Coun- 
ty. 1t is delivered direct to the homes in Lowell 
and all the surrounding towns on a day when 
people have time to read. It has more readers 
than any three other Lowell papers combined. It 
carries more pome, schooner. the = con = 


other local pape’ cause vertis 

best. Write for pod > COE PX t it wlll one K.- for it. 

self. New York office, 150 Nassau St. (8. 8. Vree- 
Boston office, 12 Globe 


land, representative). 
Bldg. (John FP. Ackers, representative). Home 
Lowell, Mass, 


Office, 28 Merrimack St., 
MICHIGAN. 


pH ECHO, 
Michigan. 














Harrisville, covers Northeastern 





MISSISSIPPI. 


lige South is booming as never before in its 
history. Why not ride in on the crest of 
the wavent You can’t enter Mis 

tory successfully (tbe mest pro: 
without an ad in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 

stands first in the confidence of the people. 


OHIO. 


i reac h mail order buyers, try PENNY MONTH- 
; lc. a line ; cire’n 25,000; Youngstown, 0, 








sissippi terri- 
rous section) 














WISCONSIN. 


I ODGE COUNTY FARMER, Beaver Dam, Wis, 
Stock raising and farming. Cire’n 1900, 1,416, 








CANADA. 


CiANSDIAN ADV ERTISING 18 best done b 
A it eigDESBARATS ADVERTISING AG 
Montrea 





THE 
INCY 








CLASS PAPERS. 


ADVERTISING. 











Pp® tINTERS’ INK is a magazine devoted to the 

general subject of advertising. Its standing 
and influence is recogmized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to inte: Jligent adver- 
tisers as Ep that of a recognized authority.— 
Chicago (Ill.) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject 1s treated from the ad 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, ciassifie d 25 cents a line 
each time, display 50 cents a line. '4-page $25, 
page $50, whole page $100 each time. Address 

*RINTERS’ INK, 10 Spruce St., New York. 
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Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position if granted. 
Must be handed in one week in advance. 


“WHAT HAPPENED TO 
WICCLESWORTH,” 

book of humorous sketches, just publishe a 

by Dickerman & Son, Boston,’ is by 

Fuller, editor of Roe kland (Me.) Courier Gaz # 

Will be on sale everywh on sale everywhere, read by everybody. 








We await your juli 


15 
, St. Bride St., 
LONDON. 


British — (i Agents. 


-_— 











THE CHURCH PRESS ASSOCIATION 


List oF THIRTY 


Church 
Magazines 
? 

are edited by brainy 
pastors for live 
Churches of differ 
ent denominations 
everywhere, Filled 
with pure, interest- 
ing reading matter 
for the home. Ex- 
cellent, economical 
publishing plan for 
Churches, 
good 
medium. 





Send 25 cents at 
For ONE YEaR’s 
SUBSCRIPTION TO |® 


The CHURCH 
| PRESS 
ASSOCIATION 
200 S. TENTH ST., 
PHILADELPHIA. 
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and a| 
advertising | 


EVERY SATURDAY 


RI iNG 
ue LIT Lag 


a Rang Trap Shooting 
o> General Sports 


For 1SYears the AcKnowledged Authority 
vertising Rate, i5cents aline 


Sporting Lite Publishing Co. Philadelphia, Pa. 
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The Frost (Minn.) Record 


isa country weekly that is held in ne gots steem by 
its readers, who are a thrifty and prosperous 
class of people. It 1s a good advertising medium 
to reach the country population who are settled 
in this part of the United States noted for its 
famous wheat fieids. 





THE FARM AND HOME 


reaches 25,000 families every month. 


It gives the advertiser wishing to reach vil- 
lage and country peopie quick and sure returns. 
We give more good circulation for the money 
th: An any other publication on earth. A tmal ad 
will convince you Rates only $1 an inch each 
issue. Half inch, 50 cents. 


FARM AND HOME PUB. CO., Homer, Mich. 








WHO HAVE 
AMBITION 
WAVE THE 


LY es 





CHANCE 5 
EARN PRINC 

zaxine AcouRSE oro Warning | ArTren| 
HOMES. THOROUGHLY PRACTICAL AND 


REMARKABLY INEXPENSIVE 
WRITE re pnospectus 


To 


MARYLAND CoLLece, 


BALTIMORE mo “AD. 








EAD.WRITING y 
























SEND FOR 


A SAMPLE 


COPY OF 


THE ADUISOR 


the great monthly -magazine devoted to the interests of 


advertisers. 


PHILLIPS & 


ADVERTISERS 
1133 Broapway, 


ALI. 





co. 


OVER THE WORLD, 


NEW YORK. 





INK. 


n 
4 
_ 
B 
a 
_ 
4 
a 











“AINIWId SSAHYGCGVY GNV JWYN 3LIUM 


rr 


“ssasppo Suimopzjof ayy of quas ag o7 
tia ceeaamaaai ania —o4 
61 


fo ansst mosf YUT ,SAIJUIA4T Of 


UOUIGPIAISQNS S,ADAA auo 4Of quawudDdg Ut (¢ g) S407707 


aaty 40f 


Lapslo Roucus 


yoayo puy aswayg YItNAAI TT 


-“ UIUWtIJ Ua) 
‘Y4OX MAN ‘J0044S 0MNAFS OF 
‘sdaysyqQnud “OD 2 TTHMOY d ‘OTD 


‘“SYASILXYAHAMV NOX TYNNAOL V 


AYN] SYAINI | 





Y4OX M2Q “7S nIdg OF ‘yUy ,su2qULIgG 


: ssaudaadv 


“qyoad 71TH sso 
07 pagdepe eq Uv Gorgas J93;8Ur puB 
efOy ,, JUBYOIeUL ASN oY} SBuyars ‘yur 
WO} VIG AM 9Y} O4VIBdIS 03 suTe HNI SUALNIYd 


"pe ig ina u90q OABY 


I9APV ont 
ou} SB [[aM sv douds Jo Surénqg 
1B{d—S108}}19APB 04 4SOI0]UT JO 

ae quant 4 y89 Ul SOSSNIBIP HNI .SUALNINd 


“19408289 puv sonOENgurI ‘aon 
-efnoapo ut be ‘SUID S}t_ JO jeuinof ean 


14gnd “OD Y TTAMOY “gq ‘OAH 


“@OUBAPE UT 
aiquted ‘reo B SIBIIOG eAly VoLId UOPMdI108qng 


‘SHASILUAAACV YOA TYNYAOL ¥ 


IN] SUALNIYG 











PRINTERS’ INK. 37 








Street Car Aavertising. 




















Carter’s Little Liver Pills are known the world over. 
Liberal advertising has made them known. The story of their 
success makes interesting reading. 

Brent Good, president of the Carter Medicine Company, 
was born in Rochester, N. Y., in 1837, and was taken by his 
parents to Canada and reared on a farm located near the Bay 
of Quinte, Ont. His school life was followed by an apprentice- 
ship to the drug business at Belleville, Ont. 

Toward the end of the year 1856 he made his way to New 
York and obtained a position with Demas Barnes & Co., who 
were at that time the largest handlers of proprietary medicines 
in the world. His diligence was soon rewarded by his em- 
ployers and he was placed on their traveling staff, and, finally, 
in 1863, he was taken into the firm. 

In 1869, however, the partnership was dissolved by the 
selling of the stock and good-will to John T. Henry & Co., and 
Mr. Good became a member of the firm of Good, Roof & Co., 
for the purpose of importing wines. But he still retained a 
predilection for his old business, and in 1878 he purchased an 
interest in the valuable pill made by Dr. Carter, of Erie, Pa., 
who was at that time doing a business of $10,000 a year with it. 

Mr. Good formed the Carter Medicine Company and be- 
came its president, treasurer and general manager. For sev- 
eral years he confined his efforts to the United States and 
Canada, but in 1886 he opened a laboratory in London and 
gave the British an example of Yankee enterprise that they did 
not relish. 


The English newspapers, especially, denounced his enor- 
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mous colored posters, and, as a sequence, a bill was introduced 
in Parliament to prevent all such advertising display. But this 
action was like a boomerang and hit two ways at once. It ad- 
vertised the pills so thoroughly that they at once became popu- 
lar and are now considered as standard. 

Mr. Good possesses the rare faculty of knowing a good 
thing when he sees it. He has always regarded street car ad- 
vertising as a necessary part of his publicity scheme, and he 
has been a large and persistent user of street car space for 
many years. 

Speaking of street car advertising, Mr. Good said : 

“We consider street car advertising, rightly done, as a 
valuable adjunct to our newspaper work and a _ first-class 
medium in itself. Our experience with George Kissam & 
Company hes been that they thoroughly understand how to 
properly and honorably conduct their business. We have 
found nowhere such a perfect system, such a square response 
for bills rendered, and such a novelty as receiving more than 
we are charged for, so that we have increased our line with 
George Kissam & Company, and they are now doing nine- 
tenths of our street car advertising, and our only regret is the 
other tenth.” 

A satisfied customer is the best advertisement. Every one 
of George Kissam & Company’s customers is an advertisement 
for them. 

The question as to what is the best time to advertise in 
the street cars—winter or summer—has been widely discussed 
lately. 

In some cities, where a larger part of the population moves 
into the country in the summer, it would almost seem as though 
such advertising could not be as good in summer as in winter. 

Yet, while it is true that many families move out of the 
cities in the summer, it is equally true that their place is taken 
by an immense number of strangers. 

It is also true that the street railroads all over the country 
run a great many more cars and carry nearly double the num- 
ber of passengers during the sultry months. 

The statement that street car advertising is any less profit- 
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able in summer than in winter, except by reason of the fact 
that general trade is somewhat duller in summer than in winter, 
is wrong. 

The returns that come from advertising in the street cars 
compare very favorably with those obtained from other methods 
of advertising. 

Many people read the cards in the street cars in summer, 
when the weather is too hot for ordinary reading or close atten- 
tion to anything that savors of effort or thought. 

Some people say that at the busy time of the day the street 
cars are so crowded in the large cities that it is impossible for 
the people to read the cards. 

Against this it may be said that the people who stand up 
are all the nearer to them, and, when the car is so crowded that 
the people sitting down cannot read, the number- of people 
standing up is about equal to the seating capacity of the car. 

The leading advertisers of the country use space in the 
street cars all the year round. 

They believe in the result-pulling powers of the street cars. 

They know that money spent in street car advertising is 
the kind of investment that is productive of good returns. 

It is quite as important to know what you are getting as to 
know what you are paying for it. 

In street car advertising you always know exactly what 
you are getting. 

You can see where every card goes, and your agent can 
account for every card given him. 

He can, if necessary, take you with him on an inspection 
trip and point out each card to your entire satisfaction. 

How many other mediums can do the same? 

If you are anxious to do more business—if you want to 
forge ahead—you should advertise in the street cars. 

What they have done for others they will do for you. 

George Kissam & Company sell space in full-time cars 
only, so that the advertiser gets what he pays for. 

They never allow hanging cards or handbills in any of 
their cars, nor do they place two rows of racks in a car—the 
top one being valueless. 

The largest advertisers in the world place their advertising 
with them, preferring to do business direct and where they 
know they will get lowest rates for square and liberal treatment. 

Every advertiser in the cars controlled by George Kissam 
& Company knows that he is reaching aa army of buyers. 
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Advertisements in their cards are carefully arranged, so as 
to give every advertiser an equal showing. 

Because you have never advertised in the street cars is a 
good ‘argument why you should do so now. 

The mere fact of your departing from your usual custom 
will be an advertisement in itself. 

If you have a good article and it deserves to sell well, ad- 
vertise it in the street cars. 

Brooklyn—the elevated roads—offers an exceptional op- 
portunity for profitable street car advertising. Where can you 
find a better class of persons than those who live in Brooklyn ? 

It is estimated that one hundred and thirty-five thousand 
passengers ride on the Brooklyn elevated roads every day. 
According to human nature, they read the car cards. The op- 
portunity thus to create a strong impression by reaching all 
these people daily has been found of great advantage to adver- 
tisers. 

Brooklyn is one of George Kissam & Company’s best 
cities and is well worth investigating. 

Albany, the capital city of New York State, is another of 
their excellent cities and affords splendid opportunities for the 
street car advertiser. The cars here run to Troy, West Troy, 
West Albany, Kenwood, Greenbush and other suburbs. 

Schenectady is another good city. 

Besides these there are Troy, Utica, Rochester, Amster- 
dam, Newburgh, Jamestown, Johnstown, Gloversville, Herki- 
mer, Mohawk and Ilion. 

And, of course, Buffalo, the Pan-American Exposition city. 

In New Jersey, George Kissam & Company have Newark, 
Trenton, Elizabeth and New Brunswick. 

In Pennsylvania, Erie. 

Minneapolis and St. Paul are both hustling and enterpris- 
ing cities and have a combined population of about four 
hundred thousand. 

Stillwater, twenty miles from St. Paul, with a population of 
over thirteen thousand, is another thriving Minnesota city. 

The other really good city in Minnesota is Duluth. 

George Kissam & Company control the street car adver- 
tising privileges in all four of these Minnesota cities. 

Advertisers who wish their appropriation placed properly 
should consult with George Kissam & Company, at their offices, 
253 Broadway, New York. 
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A City in a Garden 
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The city teeming with an active, prosperous 
population of two million souls; the garden 
covering an expanse of millions of acres of 
the most fertile land on earth, yielding to its 
energetic tillers the means to furnish themselves 
and families the necessities and luxuries of life. 
The City—Chicago; the Garden—the great 
Northwest, especially Illinois, lowa, Wisconsin, 
Northern Indiana and Southern Michigan. 


THE 


Chicago Chronicle 





circulates largely in this magnificent territory 
containing hundreds of thousands of thought- 
ful, intelligent people who are opposed to the 
Republican party. This great newspaper is 
their principal source of information. The ad- 
vertiser who desires to talk to this large con- 
stituency can do no wiser thing than to use 
“The Chronicle.” 








H. W. SEYMOUR, Publisher, 


164-166 Washington Street. 
New York Office, 79-80 Tribune Building. 
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A F alse Impression 

















The majority of printers located in far-away States labor 
under the impression that the freight or express charges from 
New York added to the prices of my inks make them cost more 
than if bought from local dealers. 

Mr. L. A. Dunlap, manager of the TRIBUNE at Meridian, Tex., 
was one of them, and it took seven years to change his ideas. 
At last the spirit moved him, and he sent me an order, remark- 
ing as follows : 

“ We have been reading your ads in PRINTERS’ INK ever 
since you have been in the ink business, and could have saved 
many dollars if we had given you all our orders for inks since 
that time. We pay 11 cents per pound for news ink f. o. b. 
Dallas, which makes it cost laid down in Meridian about 12 
cents, and then get a second-class ink. This is a trial order, and 
if the goods prove O. K., you can count on us being your regular 
patrons.” The goods were promptly shipped, and about two 
weeks after I received the following testimonial: “ We have 
only tested one tube of the job inks, and find it equal to the kind 
we have been paying $2.40 net, which you sold us for 30 cents 
a \ Ib. tube, or $1.20 per pound—save just half by buying from 


you.” 


A 100 lb. keg of my news ink (guaranteed to be the best 
news ink in the world) will cost $6.60 delivered in Dallas, which 
is $4.40 or forty per cent less than the local supply houses charge 
for a second-class ink. I believe in supporting home trade when 
all things are equal, but a forty per cent increase is rather high- 
priced friendship. My job inks are one dollar per pound and 
five cents extra for each one-fourth pound tube. Send for my 
price list and rest assured that if you are not fully satisfied you 
can have your money back, along with transportation charges. 




















ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for wind 
cards or circulars, and any other suggestions for bettering this departme nt. 





There’s an exprcssman in Hart- 
ford, Conn., who says something 
more in his ads than is painted 
on his wagons—and that’s very 
unusual for an expressman. 

He uses only two-inch single- 
column space, but he uses it— 
changes the matter often and says 
something interesting and to the 
point every time. 

| don’t suppose he can very well 
print prices, because they prob- 
ably vary according to distance 
and weights, but that is about all 
that’s lacking in his excellent little 
ads, of which the two here repro- 
duced are fair examples. 


We'll Be There 
On Time 


If you are going away and have 
excess ba, eags — to this 
office ool we "ll send a man to 
bring nad nag to the depot 
on time, Good service and rea- 
sonable charges. 

Special rates to West End pa- 
trons. 














Vacation Baggage 


is one of the specialties we 
transfer at very moderate charges. 
When you decide to go away, tel- 
ephone to Mulcahy and he will 
look after your trunk or other be- 
longings and have them at the 
depot on time. Special rates to 
parties living at the West End 





Insecticides. 





Beautiful Roses | 


are a boon to lawns 
and gardens. Have the in- 
sects attacked your rose 
bushes yet? If not, they 
will soon. and stunted blos- 
soms and dry leaves will 
result. Rose bushes can be 
kept fresh and beautiful all 
summer if properly sprayed 
now. The best insect pre- 
ventatives are: 
Whale Oil Soap 15c per 


box. 

Pure Paris Green 22c per 
ound, 

White Hellebore 21c per 
pound. 


Powered Sulphur 8c per 
pound, 
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a Clean-up Sale of China. 





On Dinner Sets 


A change in a pattern 
makes a great deal more dif- 
ference to a manufacturer 
than to you. You would 
probably wonder in most 
cases what the difference 
was, and why there was any 
necessity for a change. But 
once a change is made, the 
sooner the superseded pat- 
tern is marketed the better 
the makers are pleased. And 
they'll make sacrifices to 
hasten the change. 

Several manufacturers are 
interested in this China 
Sale, and they have sent 
some very real _ bargains. 
These dinner sets will hint 
of the saving; all the sets 
are in full assortment, with 
soup tureen and three meat 
platters. 





A Clothing Ad That’s Sober and 


St 


The Blue and 
The Gray 


Men’s all wool serges, true 
blue, steel gray. Sure to 
give you a stylish look, a 
comfortable feeling; dyed to 
withstand the color-trying 
rays of the midsummer sun; 
made to wear through thick 
and thin and always be in 
form. 

Blue Serge Suits, $8, $10, 
$12 and $15. Gray, $10 and 
$12 

Worsted Suits, $10 and 
20. 

Boys’ Suits, $1 up. 


A Picnic Suggestion. 


A Fourth Saved © 


ible Without Being Dry and Dull. 


_ 


Here’s a Good, Reasonable Reason for 





Sen- 





A toc Can of 
Potted Turkey 


Potted chicken, potted 
ham, deviled ham, a ten-cent 
bottle of salad dressing, a 
ten-cent package of chips of 
halibut—is just excursion, 
or day’s outing, size for you. 

Our line includes not only 
the above enumerated rti- 
cles, but many others in ten- 
cent parcels, all just suitable 
for the day’s outdoor party. 

















Wel: 


ing 


TCS 


Billiards and Pool. 


Young Men 


who are __soparticular 
where they play pool and 
billiards come here. There 


are many reasons for this— 
pleasant parlor, ten_ tables, 
popular prices and quiet 


surroundings. 





1 Calculated to Produce 
for Ham—for This One 


a Hanker- 
Brand. 





The Hickory 
Wood smoked 
Wade Ham 


We believe that the Wade 
Ham is a little better than 
any other Ham we know of. 
Ve cure the Wade Hams in 
granulated sugar and_ the 
curing process is carried on 
for three months right here 
on the premises, in cold 
storage, at just the right 
temperature. 

We have a smoke house 
right here in the store, and 
we smoke the Wade Ham 
with clear hickory wood, 
which gives it a superior 
flavor that the ordinary ham 
does not possess. The Wade 
Ham comes from little pigs 
of good bringing up—they 
are small—they are tender— 
they are delicious beyond 
our power of description. 

If you buy a Wade Ham 
this week we will give you a 
pair of neat little nickel 
plated table shakers, one for 
salt and one for pepper. 








Important Point 
Yet Concisely. 


Every 
pletely 





‘Cok: Comfortable, 
Correct BlueSerge 
Suits, $8, $10, $12 


immense _ stock 
“fit” for every 
man, no matter how exact- 
ing his ideas, how large or 
how small his size. The en- 
tire output of one of the 
largest mills in the country 
is consumed by the concern 
that makes our serges. They 
test every piece to make sure 
of the quality and color, em- 
ploy the highest class of la- 
bor and use the best trim- 
mings. For these reasons 
we unhesitatingly guarantee 
every suit sold to be all 
wool and fast dye. Better 
suits cannot be found. We 


In our 
there’s a 


also have the same good 
quality serge in steel gray 
and black, at the same low 





prices. 





Com- 
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Striking Headline for an 
Ad, and Good Talk to Back It 





Oil 





‘Blue Blazes ” 


might possibly suggest 
oppressively hot and_ ex- 
hausting weather, and print 
ed in this column, it might 
suggest Blue Flame Wick. 
less and other stoves of the 
Dangler kinds. 

There’s no better antidote 
for oppressive and exhaust- 
ing hot weather, in a kitch- 
en, than the Dangler. Its 
blue blazes are _ intensely 
blue—that means complete 
combustion of the oil—that 
means economy in fuel and 
freedom from smoky smells. 
There’s no better oil stove 
than the Dangler. There’s 
none better made in greate1 
variety of styles, and there’s 
none that give more for the 
money—more in _ usefulness 
or more in durability—none, 
we think, that gives as much 
as the Dangler. 

Ask us to show you why 
we think the Dangler the 
best. Don’t ask for it at the 
other stores, for we are sole 
agents. 








Attractive. 





Exquisite 
White Waists 


Worth $4.50 to $6.50. 

Made in America of sheer 
and beautiful lawn embroi- 
dered often in wonderful de- 
signs, others lace trimmed— 
the prettiest, next to actual 
Paris waists, that we have 
ever had. Many of them 
less than half price. 

Another lot of $1—worth 
on an average $1.50. Plain- 
er than the others, but very, 


very pretty indeed. Made 
of lawn, trimmed with em- 
broidery, tucks and _ hem- 


stitching, with tucked cuffs. 

These are two of the nic- 
est waists we have had this 
season. 











unday’s Paper. 


Monday Special for Saturday's 





Quart Bottle 
Bluing 5c 


Monday won’t be a blue 
day if you’ll do some trad- 


ing here; the money you 
save will drive away the 
blues and our bluing will 
make the clothes white as 
snow after the wash. 

Quart Ammonia, 5 cents 
a bottle. 

Good strong Ammonia— 


we will recommend it. 


























































Stove 


or 
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Too Bad to Leave Out the Prices. For Peaches—or Anything That Is 


Sold for Canning Purposes. 





a 





reve 





Another Seasonable Suggestion. 


Sand and 
Seashore Shoes 


Where rubber is used for 
soles, it is the best rubber 
made—anything else is tov 
risky. 

The canvas and leather 
are each the best for the 
particular shoe they’re used 
in, 








Hardly a Word Wasted. 





Matting Reduced 


Too many rolls on hand, 


and that’s a fact. A _ ship- 
ment that arrived recently 
and that should have been 


sold long since has put our 
stocks out of normal. The 
quickest way to adjust mat- 
ters is to make it worth your 
while to buy here to-day. 
These mattings are new and 
fresh and great values at 
these prices. 








Summer Covering 


For the Bed 


Have you supplied your 
out-of-town home with these? 
Here is the best light-weight 
cotton quilt at $1 we have 
ever seen at the price; just 
the weight required for now 
and for use at seashore and 
mountains. Festoon design 
of roses and bow-knots— 
pink, blue and lavender. 








Persuasive. 


Men’s Shirts 


Lots of men are. still 
prejudiced against leaving 
their vests off and wearing 
colored _ shirts. Take our 
word for it, the most par- 
ticular men in this city are 
doing it. 

Cool white shirts, $1 to 
$3.50. 


Faint neat stripes design- 
ed especially for these shirts, 
$1 to $2.50. 

Bolder men who like peo- 
ple to notice the pretty shirts 
they have on and _ pride 
themselves on the colors and 
beauty of their attire find a 
greater variety here than 
anywhere else. No wonder 

every line is so complete— 
from $1 to $10—and every 
shirt either better made or 
lower in price than any- 
where else. 




















“ We Eat What 
We Can and Can 
What We Can’t”’ 


was the clever reply 
made by an American girl 
to an Englishman’s query as 
to what we did with the 
enormous quantities of corn 
raised in the West. 

Eat what you can and 
can what you can’t, is good 
advice regarding these peach- 
es that we’re offering you at 
$1.00 a basket. 


They’re fine peaches—the 


best we can find. They’re 
big, luscious, rich, red-and- 
yellow peaches—just_ the 
right kind for canning. 


They’ll get a hearty welcome 
when they appear in all their 
preserved goodness on your 
table this winter. 

These peaches come to us 


direct from tl: orchards. 
They reach us fresh and 
sound. They don’t have far 


to come and they make the 
trip quickly. 





Bicycle Repairing. 








Pedal Pushers, 
Take Your 
Troubles to 
Norman 


If your wheel bothers you 
stop worrying, take it to 
Norman. He has one of the 
best appointed repair shops 
in the country, in charge of 
a mechanic who is quick and 
accurate, thorough and con- 
scientious. 

There’s no task too large, 
none too small, for him to 
master, and the charges will 
be found very reasonable 
probably less than you’d ex- 
pected to pay. 

e genuine 
Coaster Brake put 
wheel for $5. 


Morrow 
on any 








Jardinieres. 








For Plants 


that are to rest on the 


doorsteps or veranda, our 
new Jardinieres are quite 
“the thing. You don’t 


know the prettiest jardiniere 
line in town if you haven’t 


seen ours; and you can’t 
know the most reasonable 
jardiniere prices quoted 
hereabouts till you know 


ours—all the way from toc 


up. 





] 
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Andrew Carnegie’s 
Immense Wealth 


was made right here in Pittsburgh. But he 
didn’t get it all—no, he didn’t get a hun- 
dredth part of the money that is to be 
picked up in this Smoky City. 


THE PITTSBURCH 


hronicle Telegraph 


is the medium through which many firms 
are accumulating money. It’s the most 
effective evening medium in Pittsburgh— 
not excelled by any paper in the United 
States. The strongest assertion possible 
as to the merits of the CHRONICLE 
TELEGRAPH is not strong enough to tell 
half the truth. 

Why does the CHRONICLE TELEGRAPH 
carry more advertising than any other 
evening paper between New York and 
Chicago? Simply because the CHRONICLE 
TELEGRAPH is recognized all over the 
United States as one of the greatest har- 
vesters of paying results. 


THE S. C. BECKWITH SPECIAL AGENCY, 
Sole Agents Foreign Advertising, 





469 The Rookery, Chicago. 
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For Good Health 











To preserve or restore it, there is no 
better prescription for men, women and 
children than Ripans Tabules. They 
are easy to take. They are made of a 
combination of medicines approved 
and used by every physician. Ripans 
Tabules are widely used by all sorts of 
people—but to the plain, every-day 
folks they are a veritable friend in 
need. Ripans Tabules have become 
their standard family remedy. Theyare 
a dependable, honest remedy witha long 
and successful record to cure indiges- 
tion, dyspepsia, habitual and stubborn 
constipation, offensive breath, heart- 
burn, dizziness, palpitation of the heart, 
sleeplessness, muscular rheumatism, 
sour stomach, bowel and liver com- 
plaints. They strengthen weak stom- 
achs, build up run-down systems, restore 
pure blood, good appetite and sound, 
natural sleep. Everybody derives con- 
stant benefit from a regular use of Rip- 
ans Tabules. For sale by druggists. 


NS 
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An Increase of More Than a 
Page and a Half a Day 


The PHILADELPHIA 


INQUIRER 


During the month of June this year, printed 
372 columns of advertising more than in the 
corresponding month last year. 


And by way of further emphasis a comparison of the figures 
shows that the grand total of columns printed in The Inquirer is 
more than five hundred columns in excess of any other Philadelphia 
newspaper. The following figures tell the whole story:— 

1901 1900 
INQUIRER . 2163 cols, 1791 cols. 372 cols. increase 
Record. . . 1636 “ 1499 “ 137 
Press... . 3468 * 1407 61 
Ledger. . . 1136 227 (-* 9 
North American, 941 999 « 58 decrease 
ame... J] Se 139. i + 

These figures represent the total number of columns of adver- 
tising printed in the Philadelphia newspapers during the months of 
June 1900 and 1901. They are all computed at the uniform mea- 
surement of fourteen lines to the inch and three hundred lines to 
the column. 

No better evidence could be given than this, of 
The Inquirer’s great value as an advertising 
medium of the highest quality. And it is because 
The Inquirer is the people’s paper and leads them 
all in popularity, enterprise and influence. 

The Inquirer prints more paid advertising than any other 
newspaper in the entire United States, outside of Greater New York. 

Advertisements in The Inquirer always bring 
positive results. The volume of advertisements 
printed prove this. 


THE PHILADELPHIA INQUIRER 
1109 Market St., Phila., Pa. 


NEW YORK OFFICE CHICAGO OFFICE 
Nos. 86-87 Tribune Building 508 Stock Exchange Building 


























